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Rough Proofs 


Cigarette advertisers spent $30,- 
900,000 more in 1937 than they did 
in 1929, the year when there were 
two chickens in every pot. Evi- 
dently we are a lot more prosperous 
than we suspected. 
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Sam Vining says you can fry an 
egg on one of those cheap drug-store 
electric irons. Maybe that’s the rea- 
son they’re so popular. 


a] aS 


Errol Flynn must be delighted to 
realize that his Robin Hood cos- 
tumes, in Technicolor, are giving a 
lot of grateful gals some fetching 
ideas for new dresses and millinery. 


7’ 7 


People are doing their reading a 
lot faster than ever before, reports 
Professor Guy T. Buswell. Perhaps 
they've just found out the right 
things to skip. 


. 7 9 


Readers who do a successful job 
of skipping through text and adver- 
tising are following the eminent ex- 
ample of the victim of drink and 
deafness, who went back to drinking 
because what he heard was so much 
worse than what he drank. 


7,  F 


Alleged experts are once more re- 
ceiving a flood of requests for defi- 
nitions of advertising, all of which 
seems to indicate the beginning of 
a new era or something. 


. v7 F 


College graduates will shortly re- 
ceive thousands of fountain pens as 
commencement gifts, putting them in 
a position to sign on the dotted line 
long before they have had a chance 
to acquire proper sales resistance. 


vvey 

Restrictive laws create unemploy- 
ment by diverting the attention of 
sales managers, Charles E. Murphy 
points out. But think how they re- 
lieve unemployment in the legal pro- 
fession, Charley. 


vvey 

No advertisement, says W. J. 
Cameron, should be published unless 
it leaves the reader knowing more 
than when he started to read. It all 
depends on how much the copy- 
writer learned while he was _ writ- 
ing it. 

+ = F 

The Gas House Gang, famed in 
baseball song and story, are no 
more. Now, instead of wanting to 
win ball games, they’ll compromise 
With an appearance of the mudcats 
on a radio program, believe it or 
not, 
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Milk is to be advertised as a pre- 
Yentive of colds, but its sponsors 
may have trouble breaking down the 
faith of millions in hot toddies as a 
cure for colds present and prospec- 
tive, 
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The man who sincerely desires to 
be friendly has few letter-writing 
problems, says Charles R. Wier. All 
he needs do is to start his missive 
With the endearing words, “Enclosed 
Please find—” 

, a 


In view of the new quarters of 
The Conning Tower, F. P. A. might 
be forgiven for thinking of chang- 


ing the name for his sprightly 
‘column to “Pillar to Post.” 
Copy Cus. 


NBC is host at party celebrating new program plans of General Mills. 
Barry, H. A. Bullis, D. D. Davis and S. C. Gale. 
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Left to right, Glen Sample, Niles Trammell, W. R. 
(Story on Page 27.) 


ADVERTISING AGE GOES TO A PARTY 


Skin Vitamin 
Claim of Pond 
Denied by FTC 


Washington, D. C., May 27.—The 
“skin-vitamin” claims that have 
dominated Pond Extract Company’s 
advertising since last fall, this week 
drew censure from the Federal 
Trade Commission in a_ citation 
terming the company’s representa- 
tions as “exaggerated and mislead- 
ing”. Although the complaint was 
the first filed against a national ad- 
vertiser since the effective date of 
the Wheeler-Lea amendment (May 
21), a commission spokesman said 
that the charges were brought under 
the broader, “unfair competition” 
provisions of the FTC act. Several 
other complaints were also filed. 

The commission took issue with 
Pond’s assertion that beneficial re- 
sults in rebuilding skin tissues can 
be achieved through skin absorption 
of Vitamin A, a claim the advertiser 
asserted had been advanced only 
after three years of independent re- 
search (ADVERTISING AGE, Aug. 30). 
All of Pond’s creams now contain 
“skin-vitamin,” designated on every 
jar label and tube by “SV.” 

“The respondent company is al- 
leged to have advertised that Pond’s 
Cold Cream is deep-reaching and 
stirs the under skin to vigorous ac- 
tion, keeping it alive and healthy, 
and that the patting of Pond’s Cold 
Cream on the skin will cause dirt, 
make-up and all kinds of impurities 
to be softened and lifted from the 
pores,” the FTC complaint said. 


Views of Commission 


“Pond’s Vanishing Cream was rep- 
resented as being capable of melting 
away rough dead cells, and Danya, 
a cream lotion, as enabling hands to 
store up its so-called active skin- 
vitamin, and as having furnished a 
new kind of skin care. 

“The respondent company is al- 
leged to have represented that, in 
finding a way to put the so-called 
skin-vitamin in its creams, it has 


(Continued on Page 26) 


DIRECTORY OF FEATURES 


STEEL INDUSTRY 
RUSHES WORK ON 
PACKAGED HOMES 


Pittsburgh, May 25.—With conven- 
tional avenues to markets tempo- 
rarily closed, the steel industry is 
directing more and more of its at- 
tention to the all-steel house. A 
survey by ADVERTISING AGE in this 
center of the industry shows that 
every major manufacturer has en- 
gineers and designers working hard 


is slowly but surely emerging from 
the experimental stage. 

While some manufacturers are 
still proceeding cautiously, one com- 
pany has definitely launched itself 
into the steel house business. That 
is Blaw-Knox Steel Company, known 
to the industry as the “Department 
Store of Steel Fabricated Materials.” 


Obstacles in Path 


Having already constructed and 
sold a group of all-steel houses in 
the Pittsburgh area at prices $3,000 
to $6,000 under mass production, 
Blaw-Knox is preparing to establish 
a Steel Homes Department, in 
charge of David Stewart Vetcone, 
designing engineer formerly with 
Sears, Roebuck’s Modern Home De- 
partment. He has been working on 
steel houses since he built a steel- 
frame house in the last Chicago 
World’s Fair for Sears, Roebuck. 
Merchandising will be in charge of 

(Continued on Page 27) 


to perfect the all-steel house which” 


Advertisers 
Mourn Injury 
‘to ‘Biscuit’ 


New York, May 25.— Well-laid 
plans of horses and men, including 
a number of major advertisers, went 
haywire this week when the “race of 
the century” between War Admiral 
and Sea Biscuit, scheduled for Bel- 
mont Park track Memorial Day, was 
called off. 

Advertisers most seriously affected 
were American Oil Company, Balti- 
more, which had signed with the Co- 
lumbia Broadcasting System to 
broadcast the race over 46 stations 
only 24 hours before the postpone- 
ment was announced May~-24, and 
Longines-Wittnauer Company. 

Longines had agreed to time the 
race, using a specially-designed “elec- 
tric eye” device, and this fact was 
to be used in spot announcements 
over 102 stations during the five days 
prior to the race. Each of these sta- 
tions had to be contaetéd individu- 
ally, and new announcements substi- 
tuted. 

Others affected included the New 
York Telegraph, which had to call 
off plans for a four-color, four-page 
special edition which was extensively 
advertised, and Official Programs 
Corporation, which was about to go 
to press with a 64-page souvenir 
program which included 38 advertis- 
ers, mostly liquor and clothing firms, 
hotels and night clubs. 

In addition to selling the race 
broadcast to Amoco, CBS had plan- 
ned to carry the program over 60 


more stations on a sustaining basis. 


Last Minute News Flashes 


Affiliation to Handle Florida Account Rumored 

New York, May 27.—With appointment of a new agency expected 
next’ week for the $1,000,000 Florida Citrus Commission account, it was re- 
ported here today that an affiliation is pending between Loomis and Hall, 
Miami, and Brooke, Smith, French & Dorrance, New York, presumably 
to handle the account when Ruthrauff & Ryan relinquishes it Aug. 31. 


Woods Leaves Auto-Lite for French Agency 
Toledo, May 27.—J. W. Woods has resigned as sales promotion man- 
ager, Electric Auto-Lite Company, to become assistant to the president, 
Oakleigh R. French & Associates, St. Louis, June 1. 


Mr. Woods was for- 


Wells Art Director of McCann-Erickson 


a , F4 “al anager of the French agency. 
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Chicago, May 27.—Sidney A. Wells, until recently with Lee Anderson 
Advertising Agency, Detroit, has joined McCann-Erickson, Inc., Chicago, 
He will be associated with Roy Washburn, who continues 


Asks Statute on Sale of Proprietaries 

Chicago, May 27.—The Illinois Pharmaceutical Association today an- 
nounced adoption of a resolution asking a change in the present state 
pharmacy act to include and define patent and proprietary products and 
to bar from sale, except in drug stores and those under pharmacists’ 
supervision, products whose drug content was potent enough to warrant 
sale and advice as to use only by pharmacists. 
tion of these products be based on court decisions rendered in other states. 


It asked that determina- 


PHILCO BACKS 
NEW INVENTION 
WITH BIG DRIVE 


Chicago, May 27.—Philco Radio & 
Television Corporation yesterday of- 
fered its distributors in convention 
here their first glimpse of a newly 
perfected “mystery control” ‘device 
expected to create a sensation i. 
the radio world as well as to provide 
a focal point for a sales and adver- 
tising campaign outlined by Larry E. 
Gubb, Philco president, as the big- 
gest in the company’s history. 

Philco’s new device, as demon- 
strated to the distributors and press 
representatives, is in effect, remote 
control for the radio. The control 
unit is separate from, although sold 
with the radio. This unit, entirely 
self contained and easily carried to 
any part of the house, gives complete 
control of the radio. A dial on it 
enables one to pick any of eight de- 
sired stations without going near the 
radio, or to vary the volume of any 
particular station. It is effective at 
any point within 100 feet of the ra- 
dio. 

Each control unit and its set are 
synchronized before being placed in 
service. This, it was explained, per- 
mits two sets in the same room to 
be controlled by their individual 
units without interferen¢e. ~ Two 
Philco models are offered with the 
“mystery control,” one priced at 
$159.95 and another somewhat 
higher. 


Asks Aggressive Action 


Mr. Gubb’s announcement of the 
new device was accompanied by a 
Plea for aggressive sales action. 
“Prosperity isn’t just around the 
corner,” he declared. “It’s here, for 
those who will go out and get it. 
In a recession year, Philco is plan- 
ning the expenditure of millions for 
the biggest expansion, advertising 
and sales campaign it has ever had.” 

This campaign, according to E. B. 
Loveman, advertising manager, will 
be a flexibie one and will probably 
make more use of newspapers than 
was the case in 1937. He said that 
Philco’s emphasis upon its new “mys- 
tery control” is not to be implied 
as a belief that widespread use of 
such a device would eliminate the 
market for smaller, subsidiary ra- 
dios. 

“Small radios will continue to sell 
like hotcakes,” he predicted. “How- 
ever, we think we have something 
that people want in the ‘mystery 
control,’ something that they can 
and will pay for. The so-called lux- 
ury market is still a good one for 
us.” 


Campaign Plans Tentative 


Phileo’s campaign plans, particu- 
larly on models with the new de- 
vice, are still tentative and will de- 
pend much upon production. “Our 
newspaper list will be increased this 
season, both in copy placed direct 
and in cooperative copy,” he added. 

“First insertions will appear in 
approximately five weeks. During 
the summer we expect to use several 
of the national weekly magazines, 
adding monthly magazines in the 
fall. 

“At present we are also contem- 
plating a network show for the fall 
season, although plans on this are 
indefinite.” 

The complete schedule for the 
campaign, he added, will be released 
shortly. Hutchins Advertising Com- 
pany, Rochester, N. Y., is the Philco 
agency. 


“ ; thse : LPO io Pe Ae 
sont eek ie “eh : ‘ ws} oo ee = Le 
Mims a ¢ ; ey At 
4 . a "i 
‘ yr tVeae ‘ PD lh ES ————— ee ee 
. Bat VU ast a i td «a3 4 : 
AA *> ’ a fae 
: PUBLFE EtSiterin ast 
~ . : fs 
/ 5 ‘ oan 
il A ) | 
BEFSOITWESIT | 
§ J a 
Ee, 
Tene 
: 
ee 
: 
‘ oy ee ba : ae a; . . ; TT ‘ 
b : : 5 te : ST su ee : en eM) FEU erqnneseemenen re aS | : 
, f nae eo <a —_ tein at we ak om Sigs ; 
: = i an ———— ; ; ee Se a Re ; ae 
- 3 ict . ¥ _ Beis 2 ee < aq i : | ci 
| oe rr Be a ee ad |. aa sae 
38 ones oo Sr aaasaeeinneie 5 “ at mi 7 ‘ ae . PRED: t en 
- | ‘ 4 z a cere ne ‘ vg “<—ee ; ai . “a WVdcog Ne £ : 
‘ 2 Sage pk = engl > "i ee : | 
| 2: ee poste aoe _ 
‘ Fe \ i #f <e 5 — tt <a = ' - > ee pwns c 
5 il a : Rs sit ee ft ae ee es es | ‘4 
a EE ee co a ict S gnarY’ ge: i 3 : eee > 
ss a, oF eS hae a : a 7 2. aT be Nek & f ee ; Bee if ae 
. i oe ne +8 bP te oem e vere +5 ig i tig dese! =, 4 a oh ~ ae re CO an aaa 
Pea ee a ee ee mcg ef “5.4 a iS ee Se SA, “nt ee 
pri pR AL. <2 sit. EE PS Oe Sa pri ne Fi A rs ae 
: Ar a oe aaa : ie Daria teak wes. “Wig. Lot et; “) ay es ‘Sa a oy Sf Se AERP eto . b i eet. ee 
‘ eS ee ee ® Be ee aye paren: 5 ee. ee eet one * 4 Ae a gta ae a 2S) 
- ce RARER ap le, a Sa : " ‘2 ae ne : : ee ey, a i a Se eerer Phy a 
eS eee oY ie, od ee ee ee ee ee eee? | 2 ek Sakae Ne co ae 
ae eRe e ieee eS : ay gee ke 2 ae To eee a ita ihe 
PC vee eee BS Po a Po ae ; : : ? eee es, a ee 
| piles age ee a ; 2 ems 7a ‘ Sea aS " Cas res s ve. Se a ae 
a 0 te re & eee a5 a E : ae yi ep i 
gor : ar i a — UW, ' oe T= a oe 
? j ae Ye oe oy TiN ce ee TAs % 4 > fp ; P Es . ia 
| as a et oo (Be if ss C 4 See Fi : AB 250 aie F ' pone ; 
| b, ee ioe Sa 17 £ . gi... Ye : _@ , . 5 a 
| : 1 F ie: et .* j ; cabs ay Ga > Ry oy ee i s 5 id 
| PC ' - Oth aaa ‘ ‘ on at eS " ei soy te 
_ eae eS Be ee is j Bee RO ee ot , q ee era 
| ee 
SS ee ————=—$———— — an 
: | ies 
—  .. 
Oe od = 
od ee er 
con ai i, 
a 
4s ee 3 
re ics 
| | .. SSS 
— — yee 
: aC 
~~ ee 
| | z 
ey >a * 
. : 
| Bix 
| : pee» 
"dt 
oo MRI ate 
ee 
2 ee 
ARS 
Pe | ey a 
cc. 
, a 
Sa 
oe 
| oS a ‘ 
 — 
y a oT ae 
mE 2) 
| ae 
i + alae 
se 
| See 
mee. os 
See 
| ae ie 
| er 
. 5 c 4 
% 
om 
. = 
eee 2) 
SE 
oo a 
ee: 
> eal 
ei = 
aaa ‘ 
Ga 
uc a 
Pr ae ie 
es 
FO | ee | ee 
lee — — = — —$<—<—————— ae, bi 4 
=—S} —— | ee 
Se te a 
acme 
| } a 
| s,s 
Ss ore q 
a 
+g ted 
- = 
ns ae 
| ee mee 
Pe cr, 3 
| — 4 
| 4 
| yi is 
ee ene 
— — 3 5, eee 
| os 
| PS ee oa 
ra 
ce 
ee = 
pes 2 = 
ae 
om * 
ee 
| . bs 
5 ak ie » 
oe 
pore 
“aa 
ee a ; 
| Bee 
ies 
7 pig 
j .. wie 
eae 
2 as 
| eres. 
; Pepe 2 
| | | i 1 eee) 
: re ee 
phe 5) 
or mae 
epee tee 
Pe al 
Ero ts ae 
. bak PP 
pe Sad ig aa 
Ra dh . Po ee 
Be cat oR on i SEAR Ne ete Pe eee TUE hry oO Anae ale ign eee : : yee Sie 13 SONS aba Peat Bin eee i tae is Dy said Te She ‘ re Ayes i ean EN A ONC CERIO Pot lea 1 a en 5 a Ae 
PUR IM EO LURE PTO arte ames SNS a de SAN Pah eee ee ladle 5.2 omy Ce ek Ce Ne My hepsi ye Spee 5 a ve Sa, SENAY 2 PRN a ne EAE Depo Rea EGR oL as Se ae” ay Mit Mole isi Si tp aa is PAS Sars cee: ~* inl Race Re by me et apa eee ee Sh ‘ Menace te Be Sate SIRs oN Fey te ee) ee te eRe ‘ 1 
WER PA okt SRT tn Re ines Laem eT ceo range a}, <a Pte rent A Cary any RS ce ARMM Ser Tibet es wea Aeon ticle pe ae ee ae cee COG, on ie: Meri tak eae mah ae aM Ors earings Mlb me ese eed a) <a n ne ge Aare Oe ad ef ees  e See oS, Rogie, Satelit on Gator Af aes ey 
: SRT 2 fh SEEDS Oo Oi AGRA apa neg aera te SG ES ian: MR YES Shey ah ees SOL at One RO EE Ca fs. Soe g Magee Oe ae Oe ee: Seapets a Ce enere ae eee “3 


ADVERTISING AGE 


May 30, 1938 


Weather Man to Release 
Westinghouse F'an Copy 


Pittsburgh, May 25.—The first 
three consecutive days of hot weath- 
er will automatically unleash the 
biggest and most comprehensive fan 
newspaper advertising schedule the 
Westinghouse Company has _ yet 
planned and developed. Advertising 
copy and mats are now in the hands 
of 203 newspapers, awaiting only the 
“weather break” to take the Westing- 
house message of “hushed coolness” 
to more than 16,297,000 families. 

The 203 cities have been classified 
and divided into three divisions: the 
“A” group to receive a 420-line lead 
advertisement and three 224-line ad- 
vertisements to follow, dependent on 
the weather; the “B” group, com- 
posed of 70 cities to receive the lead 
advertisement and two of the smaller 
ones; and the “C” group, to receive 
the two 224-line messages. 


Release Is Automatic 


Release of the advertising is 
hinged on a predetermined tempe!..- 
ture calculated from the newspaper 
forecasting service. When the fore- 
cast is received for a_ three-day 


stretch of the predetermined temper- 
ature, the newspaper releases the 
lead advertisement. The remainder 
of the series is released on a similar 
basis. 

Typical cities in the various groups 
are now awaiting the weather break, 
including: Group “A,” New York, 
New Orleans and Detroit; Group 
“B,” Columbus, Emporia, Kans., and 
Ottumwa, Ia.; “C” cities are Hanni- 
bal, Mo., Chickasha, Okla., and Blue- 
field, W. Va. 


“Hushed Coolness” 


“Hushed Coolness” will be em- 
ploy in the entire series of newspa- 
per advertisements, as well as in all 
forms of display and magazine ad- 
vertising and direct mail literature. 
Westinghouse feels that this particu- 
lar term most aptly and adequately 
describes the characteristics of the 
product, as well as capitalizing the 
exclusive feature of the quiet Micarta 
blades. The illustration used is that 
of a little girl in bed with the fan 
by the bedside to assure sleeping 
comfort with a minimum of noise. 


Theme: 


Food to Lavin 


Boston Food Products, Inc., Pru- 
dence corned beef hash and other 
products, has appointed Lavin Com- 
pany, Boston, to handle its adver- 
tising. Magazines and newspapers 
will be used. 


Metcalf Gets Noone 


Wm. R. Noone & Co., exclusive 
sales agent for Noone’s roller and 
slasher cloth for textile mills, has 
placed its advertising account with 
George T. Metcalf, Providence. Trade 
papers will be used. 


Feature Sonja 


Friedman - Blau- Farber Company, 
Cleveland knitwear manufacturer, 
has secured exclusive use of Sonja 
Henie’s name in its field and will 
feature it in its full line. Lang, 
Fisher & Kirk is the agency. 


Agency for Vess 


Vess Beverage Company, St. Louis, 
has placed its advertising account 
with Clifford F. Broeder Agency, St. 
Louis. Newspapers, trade papers and 
direct mail will be used. 


Coopland Advanced 


Harry Coopland, manager of the 
Roosevelt Hotel, St. Louis, has been 
appointed vice-president in charge of 
promotion, Downs-Mohl Hotel Com- 


pany, operator of the Roosevelt. 


IN ENGLAND. 
a magazine 
with 4. times 

the coverage 


of Life 


3,000,000 
English families 
take Radio Times 
..- 90% of its 
subscribers 
read it daily 


N three million English homes. Radio 


read daily. Who are these readers? 
radio sets are owned. 


Published by the British Broadea 


tion, only the Radio Times is allowed to print in 
advance full details of the week’s programmes, both 
National and Regional. With sponsored broadcasts 


banned, the Radio ‘Times alone serve 


message to the network of radio listeners in Great Britain. 


What kind of readers are they? 


Radio ownership in England is indicative of good 


purchasing power. The Radio ‘Times 


more than 1,000,000 well-to-do homes. 


Where do they live? 


London and Home Counties, 705,966 circulation. 
25 per cent of all families; other counties, 1,867,764 cir- 
culation, 27 per cent of all families; Wales, 120.587, 23 


per cent of all families; Scotland, 204, 
of all families. The Radio Times gives 


coverage than any of the great national dailies... 
it reaches one out of every four homes in Great Britain. 


And the Radio Times is a magazi 


* Independent survey, March, 1937. 


Times is whole family . . 


Families where 


At Scotland's famous Braemar Gathering 


| 
| 
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. referred to whenever any member 
wants to know “what's on the air?” Its usefulness is 


evidenced by the statement of 90 per cent of its 


sting Corpora- 


*s to take your 


subscribers that they refer to it every day; 65 per 
cent are still reading their copy ten days after re- 
ceiving it.* Thus. a single insertion in the Radio 
Times is a national campaign for a week. 

Successful marketers in England are using the Radio 
‘Times. If you are selling in Great Britain, you should 


be advertising in Radio Times. Ask your agency for 


information or write to: 


takes you into 


says: 
196, 17 per cent 


more complete 


ne read by the 


readership." 


MR. J. R. COLLINS, Advertising 
Manager, Libby, McNeill & Libby, 


“Radio Times takes our adver- 
tising message into a quarter of 
the homes in Great Britain; we 
have felt, therefore, that it is a 
medium well suited to our prod- 
ucts. The growth of its circulation 
refiects a live interest in the pub- 
lication, and we feel we are get- 
ting both coverage and quality 


Advertisement Director. 


British Broadcasting Corporation Publications, 
Broadcasting House, Portland Place, W. 1, London. 


TWO NEWSPAPERS 
GROUPS FORMED 
IN COMIC FIELD 


New York, May 24.—Formation of 
Midwest Comic Group and Pacific 
Coast Comic Group was announced 
today by D. E. Moran, Jr., president, 
Gravure Service Corporation. Ad- 
vertising will be accepted for the 
Sunday color comic sections of mem- 
ber newspapers effective July 3. 

The Midwest Comic Group is com- 
prised of the Cincinnati Enquirer, 
Columbus Dispatch, Des Moines Reg- 
ister, Duluth News-Tribune, Kansas 
City Journal-Post, Minneapolis Trib- 
une, Omaha World Herald, St. Paul 
Pioneer Press and Toledo Times, 
with an aggregate circulation of 
1,360,979. 

The Pacific Coast Comic Group 
embraces papers with aggregate 
Sunday circulations of 762,767: Los 
Angeles Times, Portland Journal, 
San Francisco Chronicle and Seattle 
Times. 

Full page rates for the two groups 
are $7,440.47 and $4,039.50, respec- 
tively. Both groups will accept half- 
pages, and the Pacific Coast Group, 
quarter pages. Mr. Moran said that 
formation of the new groups makes 
possible for the first time national 
employment of comic advertising. 


Joins Burnet-Kuhn 


W. W. Gilmore has joined Burnet- 
Kuhn Advertising Company, Chicago, 
as head of the new business depart- 
ment. He has been a financial and 
management consultant. 


Stoltz with Weil 


Harold A. Stoltz has joined Harry 
B. Weil & Associates, Chicago, as 
Middle Western sales manager. He 
has been division sales manager for 
Seminole Paper Corporation. 


Thompson Plans Paper 


C. S. Thompson, director of pub- 
licity for Theodore Roosevelt and 
Calvin Coolidge, will start a new in- 
dependent newspaper at Pittsfield, 
Mass. 


“‘Hooz-On” for Radio 


Hooz-On, a weekly radio guide, will 
appear June 17 in New York. Jacob 
Galerston is publisher; Herbert 
Moss, advertising manager. Offices 
are at 11 Park place. 


Engravers Expand 
Northwestern Photo Engraving 
Company has opened its new air con- 
ditioned plant at 501 S. LaSalle 
street, Chicago. The telephone num- 
ber is Harrison 5062. 


Angus Joins Agency 
Bruce Angus has joined Averell 
Broughton, New York, as account 
executive. He was formerly with 

W. E. Hutton & Co., New York. 


Fastener to Hackett 
Standard Products Corporation, 
New York, has appointed M. H. Hack- 
ett, Inc., to handle the advertising of 
its Meshlok Slide Fastener. 


BEACH SCENE ENTHRALLS CANDY LOVERS 


Simple Copy 
Lifts Sale of 
Tootsie Rolls 


New York, 


———<—_= 


: oe 


Over 250 Million Tootsie Rolls Sold Last Year! 


. 
: 


May 24.—Althoug) 


summer advertising of Sweets Cop. 


pany of 


America, 


Hoboken, 


nad 


for 


“Tootsie Rolls” is currently appear. 
ing in national magazines and 
ecards, the outstanding sales recor 


compiled during 


the first fo 


months of this year has led to for. 
mation of even more extensive plans 


for fall. 


Feature of the current campaign 
is a beach scene in four colors ip 
which a bathing beauty is pictured 
on a sandy beach as she watches her 
escort scrawl in the sand, “I love 
‘Tootsie.’”’ This simple message, plus 


BE a 


Reon te a) 


a picture of the product and the line | 
“Over 250 Million Tootsie Rolls soi 
last year,” is being used both in the FF 


magazines and on car cards. 
The fall campaign will embrace 


national magazines, trade papers, di- [ 


rect mail, car cards and sampling. 


Raymond Spector, of Franklin Bruck 


Aavertising, 


is in charge. 


New Competition 


advertising and me- § 
chandising counsel for the company, 


by “House Beautiful” ’ 


House Beautiful, New York, an 
nounced its 11th annual Small House 


Competition in its June issue. ; 
All architects and designers are Ff 


eligible. 
made. 


Chapman in Radio i 


ated by the newspapers. 


Awards of $2,300 will be 


> ar 
Robert E. Chapman has resigned € 
as national advertising manager of § 

the Daily Oklahoman and Times, § 4 
Oklahoma City, to become commer- 
cial manager of Station WKY, oper- 

fan 

Adds Rapin 7 


Gerald W. Rapin has joined Rick- 


erd Advertising Agency, Detroit. as 


vice-president to specialize in client 
and agency sales promotion activi: 


ties. He was advertising manager 0! 
Copeland Refrigeration Corporation. 


° PHOTOS 


STOCK 


@ Thousands of ready-to-use 
illustrations, on all subjects. 
are available for your inspec 


tion. Wire, write or phone - «* 


KAUFMANN & FABRY co. 
425 S. Wabash Ave. ® Chicag° 


PHONE HARRISON 3135 
106 West 43rd i" 


Phone Bryant 9-6682 . 
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May 30, 1938 


ADVERTISING AGE 


HOW TO SQUEEZE 
MORE SALES OUT OF YOUR 
ADVERTISING DOLLAR 


Har: one obvious sugges- 
tion: Put your dollars on the people 
who are most likely to need and 


want what you sell. 


| To be more specific: 


Advertise food to the women who 


) are the biggest grocery customers 
|... the women who have whole 
_ families to plan three meals a day 


for every day. (They’ll outspend 


the single women 4 to 1.) 


Advertise rugs and paint and home 
equipment to people who have 
homes . . . especially the home 
owners you know like to buy things 


for their homes. 


te. 4,2 “1 
me. 


Advertise soap and toothpaste and 
other family bathroom things not 
to the single women who buy only 
for themselves .. . but to the wo- 
men who are buying for an entire 


household, complete with husband 
and kids. 


In short, advertise home things to 


home people. Advertise first to the 
1,300,000 home families who read 


The American Home. 


The American Home offers you a 


wasteless market of over 1,300,000 


buyers for families . . . the people 


who want and need and can buy 


the most of what you sell. 


OME 


sells the HOME-MARKET of America 


— 1,300,600 buyers for families 


s 


2 elie A 
gisteas, — . 
; 
: 
é 
: 


QUICK FACTS that are 
EYE-OPENERS 


If you sell food... 


For the establishment and maintenance 
of nationally advertised brands: 


80% shop for groceries personally. 
94.4% entertain at home. 


Over a period of years, The American 
Home has devoted more editorial linage 
to food than any other consumer magazine. 


61% of all grocery sales are made where 
63% of The American Home families live. 


If you sell building or furnish- 


ing products... 
CREDIT: 63.2% have department store 
charge accounts. 


RESPONSIBILITY: 80.3% have life 


insurance. 


CASH: 68% have savings accounts. 
60.3% have checking accounts and in- 
vestments. 


If you sell drug products... 


1,575,000 children to use up soap, tooth- 
paste, cod liver oil, bandages, snuffle- 
cures. 


61% of all drug sales are made where 
62.9% of The American Home families live. 


If you sell cars, gas, tires, oil... 
The American Home families live where 
they are utterly dependent on a car. 
Average pe mileage: 11,133 (single 

y). 


car owners on 
13.2% drive more than one car. 


37.5% buy a new one every two or three 
years. 
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ADVERTISING AGE 


May 30, 1938 


Grakelow President 


of Poor Richard 


Charles H. Grakelow, Florists Tel- 
egraph Delivery Association, has 
been elected president, Poor Richard 
Club of Philadelphia. Jerome B. 
Gray, of the advertising agency of 
that name, is first vice-president; 
E. O. Bretz, district advertising man- 


ager, Gulf Oil Company, second vice- 
president; J. J. Stinson, vice-presi- 
dent of Gatchell and Manning, photo- 
engravers, treasurer. 

Among new directors are Rowe 
Stewart, Stewart-Jordan Company, 
advertising agency, and G. A. Wiede- 
mann, Philadelphia Evening Bulletin. 


Sears Cuts Prices 


in Summer Catalog 

Summer prices of Sears, Roebuck 
& Co., Chicago, as shown in its sum- 
mer flyer, are 12.01 per cent under 
those in the spring catalog, the com- 
pany announced. 

The decrease ranges from 8.39 per 
cent for musical instruments up to 
21.85 per cent on drugs. None of the 
19 classifications showed an increase 
over the general catalog prices an- 
nounced in January. 


Canners Use “Home” 


American Home is being used in 
the salmon canners’ national cam- 
paign. The list of magazines recent- 
ly published by ADVERTISING AGE 
failed to include American Home. 


VICTROLA HAS 
SIGNIFICANCE 
FOR 2 OUT OF 5 


Camden, N. J., May 25.—Although 
the trade name “Victrola” has becn 
used sparingly in RCA Manufacturing 
Company advertising for four or five 
years, the public is still “Victrola 
conscious” and the term will be fea- 
tured throughout the fall campaign 
for RCA Victor, it was disclosed here 
today. 

Surveys revealed that two out of 
every five people think a phonograph 
is a Victrola, and not just a trade 
name for a single make of a phono- 
graph. When this was learned, RCA 
executives decided to rename all 
products in the RCA Victor line to 
include “Victrola.” RCA phonograph- 
radios, for example, will be promoted 
in fall advertising as RCA Victrolas. 
Record-playing attachments for ra- 
dios will be called Victrola attach- 
ments. 

Fall advertising of RCA products 
will get under way in September 
with the appropriation for Victor 


<> 


HOW NEWARK BREWER IS IMPRESSING PUBLIC WITH TRADE-MARK 


Se aCe + Rt Be Bie 


tithas @ 


| 


P. Ballantine & Sons are using their trade-mark as an advertising theme in a newspaper campaign. 


records and Victrolas increased 50 
per cent, and that for the new line 
of radios increased 20 per cent. A 
double-truck in color in The Satur- 
day Evening Post will inaugurate 
the campaign for record instruments. 

Monthly color pages in both Col- 
lier’s and The Saturday Evening 
Post are scheduled, with black and 


INCREASING 
LEADERSHIP 


/ 
It S easy to select the Number One 
newspaper in Houston, the South's richest and most active 
For more than a quarter century The 
Chronicle has led the other Houston newspapers in circu- 
lation and advertising. Yet, this leadership continues to 
increase, as is shown by the percent- 


consumer market. 


CIRCULATION 
LEADERSHIP 


The figures below show what has 
happened in the circulations of the 
Houston newspapers since 1934 
(figures are from Publishers’ State- 
ments to the Audit Bureau of 
Circulations for the six-month 
periods ending March 31). 


DAILY 


CITY 
CIRCULATION 


1934 1938 


Chronicle 37,648 54,345 
Post .. 34,408 45,032 
Press 41,687 43,330 


In 1934 the Press led The Chronicle 
in Daily City Circulation by 4039; The 
Chronicle led the Post by 3240. Today 

in 1938 The Chronicle now 
leads the Press in Daily City Circula- 
tion by 11,015, and now leads the Post 
by 9313. 


CITY 


SUNDAY circuration 


1934 1938 


Chronicle 40,318 59,388 
Post 42,090 53,469 


(The Press does not publish a Sunday 
edition.) 


In 1934 the Post led The Chronicle in 
Sunday City Circulation by 1772. To- 
day ... in 1938 . The Chronicle 
now leads the Post in Sunday City 
Circulation by 5919. 


x*e ek 


In Total Daily Circulation The 
Chronicle now leads the Post 
by 11,903, and now leads the 
Press by 38,219. In total Sun- 
day circulation The Chronicle 
now leads The Post by 6382. 


LOCAL 
Over the Post... . 
Over the Press... 


NATIONAL 
Over the Post.... 


CLASSIFIED 
Over the Post.... 


TOTAL 
Over the Post 
Over the Press .. 


and 
you've 


BUY CHRONICLE 


A 


age figures below, representing The 
Chronicle’s leadership of the Hous- 
ton Post and the Houston Press in 
the major divisions of advertising. 


ADVERTISING LEADERSHIP 


OF THE CHRONICLE OVER THE OTHER HOUSTON 
NEWSPAPERS FIRST FOUR MONTHS OF 
COMPARED WITH THE SAME PERIOD OF 1934. 


Hong, 


1938 


1934 1938 


Over the Press... .113% 


Over the Press... 169% 


Post figures do not include American Weekly 
Magazine lineage; Press figures are for six days, 
since the Press does not publish a Sunday edition. 


3% 
32% 


58 % 
99% 


60% 132% 


216% 


46% 50% 


177% 


21% 
66% 


65% 
127% 


SOLD HOUSTON 


R. W. McCARTHY 
Manager National Advertising 


THE HOUSTON CHRONICLE 


LEADS THE STATE IN NATIONAL ADVERTISING 
FIRST IN HOUSTON—IN 


EVERYTHING 


THE BRANHAM COMPANY 
National Representatives 


| manager, 


| 


white insertions in other national 
magazines to be anounced later. In 
addition, the six-page “Listen” sec- 
tion will be continued in Life once 
a month. Cooperative dealer adver- 
tising in newspapers is also planned. 
“The Magic Key of RCA,” will con- 
tinue over nine NBC stations. 


Radio Prospects Good 


The campaign for radios will cen- 
ter around “electric tuning for all,” 
and will include a national news- 
paper campaign in 200 cities. Henry 
Cc. Bonfig, commercial vice-president, 
is optimistic about immediate pros- 
pects for the radio business and ex- 
pects volume to measure up to last 
year’s six-year record. 

Behind the increase in the budget 
for Victor records and Victrolas lies 
a continuous upward trend in record 
sales. Volume has climbed 500 per 
cent since 1933, according to E. W. 
Wallerstein, RCA executive. Demand 
for records, he said, is about evenly 
divided between “swing” records and 
more serious music, and sales have 
been comparatively unaffected by the 
current recession. 

The latest addition to the com- 
pany’s line, the RCA Victor tube, 
will be launched with a nation-wide 
contest among tube dealers for the 
50 most accurate answers to, “How 
much money has been spent to ad- 
vertise the name RCA Victor in the 
last ten years?” The famous fox ter- 
rier, Nipper, which adorned the ad- 
vertising of the old Victor Talking 
Machine Company for so many years, 
will be used to help push the new 
product. (ApveRTISING AGE, May 16.) 


Henthorn President 
of Kansas City Club 


Ben H. Henthorn, president, Kan- 
sas City College of Commerce, was 
elected president of the Kansas City 
Advertising Club, May _23. He suc- 
ceeds J. Maurice Hoare, advertising 
American Asphalt Roof 
Corporation, who becomes a_ gov- 
ernor. 

Wheeler Godfrey, Barrons 
tising Company, is first vice-presi- 
dent; Catherine Loy, C. Loy Adver- 
tising Service, second vice-president; 


Adver- 


a position of leadership, and to in- 


David L. Goldsberry, roldsberry- 
Spangler, Inc., secretary, and G. C. | 
Mossman, Alco-Gravure, treasurer. | 
H. P. Comstock was reappointed ex- | 
ecutive secretary. Elected governors | 
were Karl R. Koerper, Station | 
KMBC, and Gladys Rose, Montgom- | 
ery Elevator & Service Company. 


27 Magazines Are 
Banned by Ann Arbor 


Twenty-seven magazines have been | 
barred from newsstands of Ann Ar- | 
bor, Mich., by order of city oificials. 

The list includes Esquire, Ken, 
Film Fun, Thrilling Love, Thrilling 
Confessions, Breezy Stories, Eye 
Opener, Snappy, Spicy Adventure, 
Spicy Detective, Spicy Mystery, Spicy 
Western, Lulu, Paris Nights, Scarlet 
Confession, Bedtime Stories, Gay 
Broadway, Gay Paree, La Paree, Pep, 
Screen Fun, Silk Stocking Stories, 
Gay Book, Reel Humor, Tattle Tales, 
High Heels and Stocking Parade. 


Two for Middleton 


James A. Ward Company, publish- 
ers’ representative, Chicago, has ap- 
pointed Harold E. Middleton, Detroit, 
to represent Cosgrove’s Magazine and 
Tourist Court Journal in Ohio and 
Michigan. 


| 
| 
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Says Salesmen 
Must Be Heard } 
in High Places ¥ 


New York, May 24.—Leadership {y 
the fight to revive business from its 
current lull must be taken by sale. 
men, Arthur W. Ramsdell, directo 
of sales, Borden Company, told the 
Sales Executives Club of New York 
today in his inaugural address a; 
president. 

“The only silent group in the 
United States is the salesmen,” de 
clared Mr. Ramsdell, ‘‘and it is high 
time that salesmen insist on a place 
in the economic sun, that their voice 
be heard, and that their program be 
seen and understood.” 

He declared that it is the inten- 
tion of his administration to assume 


I RRS - 


duce sales executives in other cities 
to share this burden. He outlined 
in general form his plans for the 
club, including a series of luncheon 
talks by leaders in various fields. 

Mr. Ramsdell characterized the cur: 
rent “recession” as the “valley be 
tween two great mountains.” Climb 
ing from this valley to the next 
mountain top will be achieved just 
as soon and just as completely as 
sales managers are able to accom: 
plish the task which confronts them, 
he said. 

“Production is easy and done 
formula,” he pointed out, “but it is 
distribution and salesmanship whic 
is needed today. New markets must 
be discovered and developed, while 
old markets must be expanded.” 


ary 


1 


Farm Audience Is 


Sought by KMOX 


Merle S. Jones, general manage! 
of Station KMOX, St. Louis, has ! 
vised the station’s morning policy ' 
attract a larger farm audience. 

The daily farm period has bee! 
expanded to an hour and thirty mr 
utes, in charge of Charles Stookey 
formerly of WLS, Chicago. 

————> 


The best road 
to public re- 
spect is pub- 


lic service: 


K 
ON THE NBC RED NETWOR 


F DNAL REPRESE 


RD PETR 


ns a c ; 4 4 7 aa < 5 ‘ ‘ ee f 3 i “ ee Lt. " ys eo , Me ; 4 i- > gf - “~, , ee) a ‘ i pe hie z hy hi 
Wc ar oe » v4 af, 
LLL — 
: eee EEE EEE EEE EE a | in 
‘ es ———lEEEPPPEE 
* ? i’ cé , 4 , ¢i hes; P, vag 4 . en 
ae “ = tg z Wie vd tiet t tbat Piper x ; sien os # * : 4, gre ait : ‘ * 
‘ a ‘ od ? "Wis 
co : j & j A . g 3 r or, im Al 
= ae ee Ree] piss F 4 z yy: @ 
id os Le “4 % *y td / “ F 
| fe)” \Ty 1) Neod Po” aity 80, | i/Noa} - a\Ty oe 
; ae ett tite oo ta, md Qe 0% 00ee,%e Ge k, y te) OPP, 09 099008 ‘ a? 
Z Pa Oia, Saal ty ; canes Pi ton % ai, a @ Af cea atta Ss tt % 4 
i if x SS i i? i, foe | By if fh .*, age , 
io ee or | i Se re nT? ¥ 
| — us S332 4 4 Le tet eae Mt $3 ettits, 86 oF 
2% Vie 7 4 ; % , 9 yee * % ; i ** se ess Y eo? rt x 
| R06 ot) 4 ‘ ‘0 Ps “estes oot ae ecettn a 4 * ‘aif oy eS x 4° = . 7 
2 ; Monn eae” > \a + a ! “Srceeet® “Peeeeee® y &% é oY ea aT . . 
oor t+) Py te} E { . ( ; F 4 
” Hi | RO: NCR os 
P g ! | — fn) iit ‘ 3 * € : . 
j . a OY, e ’ a Se , 
3 . aE ee i <avo® 
\. », Eyam + A ; . 
ay '. on # Peas Set ri : ‘thy 
Ener ~ 4 Po : _ — 
ae | Ps } j 3 
giles Saere ss. oO a : wr Y 3 - = =? 4 
oi es $A & $3 ace - a Ss 5. , Ja a — ——~ y 
« Siete sole ae, f A P i Z gy 2 f ‘ =z) . ‘ =) a” 
eee obs eat eke ae ee es NAPs res ‘ ae 
etait : 4 Pee ” ‘< , . Ao”: : —> ee 
ae! oe 2 Py he * ae Gat he, Cy 
eee G. baw i “& ; hey % ; ‘ 5 pA Z 
pe a ay Yie oe . ) ay Negi! S mg 
ie are | 
ac: rae 
“,, Ses: a a 
P| ae ‘ 
pe: i'w | 
s oa 
- ag Se 
aE Sas Se a y 2 
ht = | ee 
gee Ce : 
Cubes 
Se a ee olin 
SoMa teal 
Lee a | | 
ne a Se ee a ES : 
5 ey : 
ae. eager) F 
eee 
: | 
Oy 
Sto | . 
or n, T, ot ; 
pace bE abt Cx, ; 
same Qs | 
< Ngee age / F*, | z 
| rey e | : 
: HR | . 
; | § 
Po ee L & 
seh ‘ - ny 
; elie 
ir ee | b 
Senet See y 
seus, ~ pat | 
ies M8 | ; 
; ted f Paap s a; 
re - 
See ont | q 
, eetaa bi , 
Be eee 
een 
” ‘ “a | 
ae Re bays 
diel: : | Po inet 
ae ME a 
ee Se 
Fae aes 
sede es hore 
tt oO eee ic —— —— 
ude 
oO ee eee 
ee | ae 
gee! aie aaa PEN EM rE. 
er | 
cae Pe ae | 
ee ee eS | 
Bia guiert i ais : | 
eo eae 
5 late ete a f° | 
Si We eS ecto 
we Pe _ | 
tes a | 
T a pe 
rs . | e 
oe a é @ 
: . : , . ‘ | 
Pe 
Be A oy ha ae 
SRB Te ay 
ae | | 
SRS Pe : 
Ee Sr ae , 
Ga Wes Spel GOR ia ' ‘ & “gaa 
Saat , eae Ses ne eee : HE ee shat ies ae ae ret Sap cn we SRE ONY pcg See aie e a pera ps S Sasa Rak Sais oe ee eee ear i at A nena TRO ce Uh PMN TN RRL N otaa, Cea Ch eg WA NDT ea, | Reg eN SES ACen MR re etme | a es oe 
3 Segoe . { : ; i ats ye re ares Fak pend, Ube See eee, 


May 30, 1938 ADVERTISING AGE 


|} & 


Rochester 


—_ 


os i a = 
alos 2 a 


nm 

i= 

5 

@ 
SSRIS: 
aen® _ 
_ 


eae 
oa” ; 
»* 
ww = 


O in- ; : - 
cities FF eter) Y ba. 
lined i Ses 
r the ; . = , 
cheon fi ig SSS 
is. one = 
e cur: Since. 
v be i= : ee 
= hotograph by Fairchild Aerial Surveys, Inc. ox + 
nex ms 
1 just F = w 
ly as = 
econ: I ROCHESTER Al ADVERTISERS USING THE MONITOR =a Loc al Adverti sers 
them, Auto Soles and Service. . - Tate OS Silas i Bi ae ia 4 he 
seo one Sates Sheps 1 Sen to, : i { R h 
| Books. . 2 Insurance . 4 
* is : Heereraed Snd Contrectors ; ; peel Cleansers « and 1 Dyers 3 ¢) 0 C e S$ i e r U S e 
which Clothing Accessories « . : “ i Printers ~ 2 e e e 
; must Be Senbeditenets ; aa 1 oo fh nenng 3 
= ee ie | The Christian Science 
Tag — earele ee ee H te tn and Dressmeking iH 
i, os 1 Miscellaneous . 2 
uiOx 
nager ° . 
nas re NE of the 73 local Rochester advertisers using the 
gil Monitor wrote, ‘The advertising that we have done 
i in The Christian Science Monitor we feel has brought in oon vl 
tookey more high class people than any other advertising we have fat Sess By a ila ees 
iia done, and we feel that it has been our best advertising 
— investment. 
ad Another Rochester advertiser said, ‘‘We are certainly ie = 
enthusiastic regarding the response from our advertising pees | eee: SES SSR SSE S| te fe 
i, in the Monitor during the past two years, and hope it will ret . Sita Sse aera 
be possible for us to stay with you fora long time to come, Sistoon hoeng : 
b . for we feel this advertising has been more profitable than - wir ees | , 
any other media used during the past.” ges A 
! It is the definite plus value given to advertising by THE 3 ; 
Monitor reader-response that results in the high degree of CHRISTI S MONITOR | 
satisfaction experienced by local and national advertisers AN SCIENCE Family 
using the Monitor. Our nearest office has an exceptional Published by The Christion Science Publishing Society. nee ee 
fact story to tell any interested advertiser. One, Norway Street, Boston, Massachusetts : 
NEW YORK OFFICE: 500 Fifth Avenue 
NS TES GER Gore ee tng: OTHER BRANCH OFFICES: Chicago, Detroit, St: Louis, Kansas City, Son Francie, 
Los Angeles, Seattle, Miami . .. London, Pare, Goreve 


Teages 


; ey ee i 3 it - se has = ey tt ee Le ghee Met ah ; : J a Se eee KO : a ay cae > ot. 2 Ri ty Sel 2 ; ee > at Be eae 
; ; ; | i! 
TIER EAR 
- _ ; See ae. et in id ae i far =". 7e | 
_ Scie 
° | Ae 
$e rae. Se Oe 8 Se Te - = ok a eRe —— 
By aa he = as x * * a — e “9 a at , ! Pod oe ili > p = << Bias al F . ~ 
wat “tem . an € 4 gpa cone as >.) i - : eet eg ee ee a 
ea —* - es * a *y 
“ : : aE, aaa =. a Rae ak ch ee ale : ae ge 7 ar em 
: * +. ait te. a es ee eat el ‘gaa act 2 bist i i. ee mee F ee = ‘ 3 fa ; ees. ee at Ls re. a *, ae ‘ ee 
af ots ear are es “saa 2 se 8 meee. ; inne oa abs De cae es, als vi a eta "Nee Peper ota ae 
: | 5 ¥ 4 a e - me 
¢ : Pay a . 
. | nts in @ 
p . : e r seen Eitan settineem, piaasocinaede in fa : ms . 
> - he ae 4 — eset m 4 : : = co ee Pith eo : _ - . 
a ee ke ee pe es a> i Te i, <P SS Lee ees bis 3: rf ae mgt fa - es aaa ai — an 
at a 4 se ws oe ae = a . mare 7 mB escils sS oe Rs ayy he rs Soper ie ee aR wie aii ie ‘ “— aS WT oe ~—g 4 
; oP > _ ee . ‘ nee = fee : woes p poe a > ~~ 3 Sly : = ec heey ° ~ : og ‘ 
“4 ae ra — ’ a e ™ a ie a j os - * ee. =- “ “Se > Fe i. igs i ie ~ > nh pee . = a ‘ and 
ee, a, ee ie Me eee oS | 
Boneh eee Se ow ae eee A RE SN el = 
; ‘ : ad, iain, Ps. s ‘ _ a : See. > ey = ‘. Re 7 
7 4 rH any a 4 ae Beart ‘Lh ' ia = — e eg ‘oS aa Se au c ‘Y eS a ae ais Fon | ee 
4 ' 4 a ‘ anti tea Pa F ares: | of ‘ ‘ xt x ~ ¥ 4 . See, <a oy 6 ‘tae ¥ a = 
PR eel o,f Se ele = 
ef 2 ay a. ee ire Bro > rig? arly a Sig Sg oe 
. tet Fh, re .. = * i. a , as ry Sa ES ae - = ia 
er‘ rf 44 fy = : » Oe: - . . 5 uF ; A . os . fg 4 ri q . bee = & ae 
“ os More, > ae 2 = t <* ce ay: 3 F TF oe. “teks oS i) 
: ee oe Pa ee - 2 ee Se, Pa) 2 on Sate Sette, te ee: 
wn) ee cerns. fp Nope pe . Se +) Te 2%Sy.— SS . eae : <a 7." 
i) ) sone. | fg ot FP Ree Om ' peat Slee oa it 7 a oe ‘ = te ~ — 
ae — x84 . x ct | . tt) ee ea a: >. ie peas ea | . ct a re a gem —s ; <M 
L po ieBeaees a RR Se EER PY. aed 5. mre oe ee 4 
ah ss -——= tweens > at oY ~*~ 3 bre wy Ale: Bit om pe VE eT “s ; 7 gl fe ee yee ss = ee 
3 Ng oi SiiSsse eee ee . i 8 ~ | — e ay oa <a ee é 3 4 a ae © wis x > “a 
Oe anette ett: os ee | Sg . Sr a ae h ~ te - .. se - : Wo wr) ~ :, ee we pra 
4 eg 4 4 ee Se ne ' o ae) 6 «i Sas Pas See ee set 
| | ee ee ORS Ff ee. | AM es oe a 
Seeks, : Sd 3 a : N ‘ _ a, : Pave ie i fe ita Xs : ‘ 4 HS "ad -. , y » ; fF oT eS é ay e es _ . wy as ee : 
| ~~ \eo X 72> GR OO” ee em Chet: 2, ee ae ee KR 4 
- “, = Le aa +. ode , a Nie | rrp 2g y 44 ( Se ‘4 - me ba “ert, " Py -< ane 
es bo 2 ; oa < 4 4 i > = os a La, re 4 at R ass = — —— avs ie A co f oe “3 : sale : - ae “ y a ee 
‘ eee : 4 2 2, 5 . a “= My i * =< pga ; . i So4i . . ~ ally ve. ay 
Sepsis es res “ H - v¢ ate. - oe i am vt: ~~ ES. oF ia ii. =: ties , & q? . KS, - oo ia 4 ae 
aA “— Agr. ‘ a ; ae} ees ped a9. ; E ph was bo li oa. 
Pare. ae a SS Se Sew are *. ne hie, ee <r 234 on — 
We rt - i: 4 te P be Ah paris ‘ sf ot ; 5 * int ier ects od BAe? ‘ 2 en 
‘ a a ‘3 ~~ dee Sr | ia : SA FS as ah = a, os PRY eee “at Fate ~ 2 aS ae ah Ee 
+ ca. “> ae te eee 9 PN E: TORRES set: —:: i ce a eae eae 
: zs : a 2 & 4 5 ps 7 : Ie 43 4 eo . P. ye ee: « Poe Fes a as g ~ oe > sdiiaibeadd Ce ee Fe 2 _ an Segre =e ay se =, ce, . ae . ‘~ * : sae 
le ~ wana $~ a R  ~ ~~ i ee es Gass. : Me 
ales-  . i ie a oe re ns A Se Niel $e ne planed =. | ,OOetegae see Sas Bes ' : eee gre & ‘ee 
cto (aa “oo ee me Fg eee ne i 3). ag See: i te a a, | ‘ a: a 
, ; —~ : Se ye : x at ie wae .F* _ Sa ae Ee % . a . Be : Be! i 
— —* * ae i eet oe eek, ante eat it “iy oP - oa ae ee rere’ Me - es : “(ies cele ; 
“th Dae. COE ei ee ee ea gee) eS, ee = 
= gt _ ' ne ee ene ci 4 "2 Se RS. nt a eae ,. a teats Po \ a apa ; 
York Oe ee » “ ¢ aes Ws é oe eeooeer > ~~. a Aa oe ee ite pe con Oe re ar fe —_— * a Bee is 
aus ol % ’ 2 — ~- . + — a od ‘“ = . - Bi » * ot « * . a a ae Bey ‘ai, mn aS, a eo ie Res 4 we ian ers 
S$ ag F 4, © a Pe. ee * a he 7) tly oe ve Soke ‘ ieee et Ned Sos Ee Sy ee ae 
tt ar ia Ne s ‘ ae | e. , a . ‘ Seid a em ~ : J ~@ (ees 
eg et es << TONE ' : le asf 5955) es tc ; oO Se es “sa tf ie a oe si ce ee 
“ nog an y ee ad ae: a ‘ P C > eT JOR on hee ' ee > x x. oe ae 
Sn hes q ” = a et g 4 "i * ee ' ee : eg in : Set . rg : ; ei Saw 
the — a ai a, _ - > Late a el i, . ae es cite gn Moe WR) a \. ec 
’ it ® = ae Fc ng > * ~~ = cece «= i ——— 3 eh g : Bi - = lee See Re Bie.) an 
4 i Rae wt R OE a we 7 — sf —  ~ be Pe. -¥ ba aes 
c oF ay |) E Cy See Tom Vers | a8 
; a ae a. ; ” ere Tha i bee , ty ee! 
: Ee ae F : 3 : cam ’ bad . - ie ae RISTIA — : , ae — 
place Poo _—e ; cic * CuH i CIEN Ry = ae 
y ‘ ‘* : — “~~ , . Sag ee . ae _ ar earn . ie 
vin 5 . Fe ay ay mm. 7+ £e cee ded -— Tower Spoils Bill Def, — BOSTON TURSDAY. appt Stee CE Mo ioe 
Ti be i j TY Tie eee ff i . Ba - In § ea meth 32 1 | . ig 
ete SG Se ET ied Loe ee . se oe Vie n Se Paris ° Ol. XXX No ae: 
= ~ ', de , a — 3 bed T ty ‘ ews enate by 49 to aris Cabinet R - N i al fe 
— ie _— a} : <tr a ee et . a. Meellar Pes for: Re ee 0 20 Cets 567-t9.5 adio to Aid T Pee fat 
. ee . ‘ - , Oe . Ye on : "°ONd Methade |) Seep Merit p “tO-9 - . . Sree caps : 
4 
Oiame 3 
ae 
ee 
Poe . 
I — 
| ae 
= 
a. 
ae 
— = 
or ak 
i 
i 
ia 
ae 
aes 
ee, 
ale 
‘ a 
ae 
——% : 
ee 
aSat 4 
a 
RPE sy 
aed 
ae 
sy 
ee: 
_ , : ‘ : ate 
: é PixP 
ees ; : es 
worK © ORS SSS ASE SS PERL SC SR AR A Sa “a ‘ 
i PR bit 
: _ 
ie su i % 
2 ie 
3 a 
, ai 
: Oy erie 
a, 
i Aen 
tT Bc Oe Ramee eae a aay Se ee aaa he i a a SR ser gia Or 8 ns, ake a RRL Mitel emt AR ec Cc! ot 7 HG teres Gall: Sunder car: ih Bhn ay Ray ee gt : Br eRe 3 iieepeai a pepe tae tenors ce) Cad A 5 pt aire gat part eremetin 
Aetag¢ of pee uO En SEMA 0, MEI Ae Surabaya tet ENE CS Se? CONN ae BN oe pele Sn meee TSO ere, ax WREST ma een ce As ek SUMMER EMR cs uate nem | 2a 
be ; tas aby 2S Gant te el oe ee é sie Na) Delage ea ge cy ras ary ey So ae 1 oe Sa GT hc et eee eo Me ey LEP REE on aes DES Weta ne yal ae Loy Teigbes Ee eels te Be ‘ 
earey ob ih ae ees : x + 4 a . F : rae ; i Sr : , Bere ¢ 


6 


ADVERTISING AGE 


May 30, 1938 


SUMMER'S HERE: 
BEER CONTAINER 
BATTLE RESUMES 


New York, May 24.—Arrival of the 
peak selling season for beer again 
focused attention this week on the 
bottle-versus-can controversy, with 
both sides battling briskly for a 
share of the packaged market and 
continuing to make inroads. on 
draught beer sales. 

Chief defender of the bottle is the 
Glass Container Association, which 
this week distributed an impressive 
array of figures to support its claim 
that cans are just a fad and that 


sales of canned beer are on the 
downgrade. 
Not so, say American Can Com-|: 


pany and Continental Can Company. 
American is currently engaged in two 
large-scale promotion efforts, one a 
national consumer campaign and 
the other a $100,000 dealer display 
contest for Keglined cans, and re- 


sults are already being felt, says 
the company. 
The Glass Container Association 


quotes “a large canning brewer” to 
the effect that every ten barrels of 
tax paid production makes’ two 
more cases of bottled beer than 
canned beer, since bottled beer is 
13.7 cases to the barrel while canned 
beer is 13.5 cases to the barrel. 

The association, which cites U. 
S. Internal Revenue statistics to 
show that canned beer sales last 
year totaled less than 10 per cent of 
total packaged volume and that this 
percentage was smaller than _ in, 
1936, also supplies figures to point 
out to brewers the economy of using 
bottles instead of cans. 

Brewers paid close to $19,000,000 
for cans last year, declared the asso- 
ciation, compared with an expendi- 
ture of only $11,000,000 for new 
bottles. , Each bottle is used 35 
times. — 

Further reference is made by the 
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The new generation learns about travel in 1900 from the latest poster of Terre Haute Brewing Company, lithographed by 


veys in local markets. A Milwaukee 
Journal survey, for example, re- 
vealed that the number of families 
purchasing beer in cans in 1938 is 
6.6 per cent lower than in 1937, 
while families buying bottled beer 
increased nearly 10 per cent during 
the same period. 


Advantages of Cans 


All of this evidence disturbs the 
can companies not in the least, ac- 
cording to their spokesmen. They 
point to the advances made in pack- 
aged distribution through ‘“Steinie” 
bottles as a gain made at the ex- 
pense of the old-fashioned “export” 
bottles, without any effect on canned 
beer sales. 

Furthermore, say the can com- 
panies, the advantages of canned 
beer are most apparent during the 
summer peak selling season and 
their prospects for the next few 
months are excellent. When retail- 
ers lay in large stocks for the hot 
weather period, the superiority of 
the canned product as far as display 
and storage is concerned becomes 
most pronounced. The convenience 
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welcome to read and use my copy of 


would find it worth while to have 
your own copy every week so that 
you could read the news while it 


P.S. Here’s a coupon that makes 
it easy to subscribe—just fill 


send it in. It costs less than 
2¢ a week——a real buy. 


Advertising Age, 100 E. Ohio St., Chicago. 


I enclose $1 (cash, check or money-order) for which send 
me the National Newspaper of Advertising for one year. 


are perfectly 
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Jim. 
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Continental Lithograph Cor 


poration, Cleveland, through the Arbee Agency. 


bottle proponent to newspapers’ mg cans to consumers, and the ad- 


vantage of easy disposal without re- 
turn to collect a bottle deposit, also 
becomes most apparent in the sum- 
mer, 

Still another advantage claimed by 
the can companies is the recent en- 
actment in most Eastern seaboard 
states of strict laws requiring brew- 
ers to collect bottle deposits from 
retailers at the time of delivery. 
This involves additional accounting 
expense. 

Still another point of dispute be- 
tween the two sides is the method 
used to collect distribution statistics. 
The can industry, says the Glass 
Container Association, relies on 
cross-section surveys among consu- 
mers and retailers whereas the as- 
sociation gets its figures direct from 
brewers, many of whom are both 
bottlers and canners. 


Foreign Trade 


Chief Hope of 
United States 


Buffalo, May 24.—Restoration of 
United States’ foreign trade would 
create an industry larger than any 
single one we now have and thereby 
would provide the much-needed 
“new industry” to bring the United 
States out of depression, John Ab- 
bink, president of Business Publish- 
ers International Corporation, New 
York, told the Greater Buffalo Adver- 
tising Club today. 

The leading speaker in 
Foreign Trade Week observance, 
Mr. Abbink lauded the _ reciprocal 
trade agreement program as a 
means toward this end, and said: 

“I firmly believe that when the 
history of the present decade is 
written, Secretary Cordell Hull’s 
plan of lowering trade barriers will 
stand out as the most important 
constructive measure undertaken in 
this time of political and economic 
strife.” 

Mr. Abbink asserted that govern- 
ment curbs and restrictions on for- 
eign trade inevitably lead to curbs 
and restrictions on internal busi- 
ness. For this movement abroad, he 
blamed the United States’ tariff 
policy of the 1920s, climaxed in 1930 
by what he called an orgy of swap- 
ping protection for industries and 
areas, 

“The effect was immediate and 
deadly,” he declared. “Political con- 
trol of business fastened itself in 
real earnest and within a few years 
a strangling network of new trade 
restrictions grew up throughout the 
world—retaliatory tariffs, quotas, 
unreasonable quarantine and_ sani- 
tary inspections, exchange controls 
and finally a race for currency depre- 
ciation of which we have not yet 
seen the end. 

“Wishful thinkers sigh and look in 
vain for some new industry to lead 
us out of the depression. If we 
could but bring our foreign trade to 
the levels which existed before we 
strangled it with an iniquitous tariff 
bill, we would restore an industry 
which in 1925-29 grossed larger than 


Buffalo's 


any single manufacturing 
| , 
|we had then or now.’ 


industry | 


RAILROAD GOES 
TO PUBLIC WITH 
EQUALITY PLEA 


Memphis, May 24.—The Nashville, 
Chattanooga & St. Louis Railway 
used large space in the Memphis 
Press-Scimitar today to demand par- 
ity with competing transportation 
systems. 

“If it be sound public policy for 
the taxpayers to furnish airports 
and beacon lights for airplanes; 
canalized rivers and locks and dams 
for boats and barges; and highways 
for motor vehicles free of charge, or 
for inadequate charges, then it is 
equally fair for the taxpayers to fur- 
nish terminals and maintain railroad 
tracks for railroads,’ the company 
asserted. 

“If railroads are to survive—in- 
deed if ordered liberty under law is 
to survive—the public authority 
must give more than lip service to 
the democratic shibboleth of equal 
rights to all, special privileges to 
none, 


Should Tax Others 


“Yet railroads are denied equal 
rights and their competitors are 
given special privileges, hence the 
‘railroad problem.’ ” 

The advertisement said that if rate 
restrictions are sound for railroads, 
they are equally sound for other 
forms of transportation and that if 
cars are taxed on railroads, then it 
is sound to tax boats, barges, air- 
planes and motor vehicles. 

Furthermore, “if it be sound for 
the federal government -to finance 
and operate the Federal Barge Line 
in competition with privately owned 
transportation agencies, then it is 
equally sound for it to operate 
stores, department stores, factories, 
and filling stations.” 


Leaves Allegheny 


William J. McArdle has resigned 
as general sales manager, Allegheny 
Steel Company, Brackenridge, Pa. He 
has been with the company for 20 
years. 


Gets Cellulose 


Cellulose Paper & Converting Com- 
pany, Philadelphia, has appointed 
J. Zanforth Company to direct its 
advertising. 


Sales Taxes 
Direct Factor 
in Purchasing 


St. Louis, May 24.—Sales taxes, 
state and municipal, have become 80 
prevalent that an alert Purchasing 
executive must take them into Con. 
sideration when planning commit. 
ments, C. A. Renard, manager of the 
legal and tax department of the Ral. 
ston Purina Company, St. Louis 
told the 23rd annual convention of 
the National Association of Purchag 
ing Agents in the Hotel Jeffergon 
here today. Savings running into 
substantial sums, he added, can pe 
made by placing orders with an eye 
to liability for sales taxes. 

Mr. Renard told his audience thy 
20 states and two cities, Phi, 
delphia and New York, now hay 
sales taxes. Thirteen states also ip. 
pose so-called “use” taxes which they 
apply on goods brought in from ap. 
other state. The “use”: levy is jp. 
tended to discourage the purchasing 
of goods outside a state’s boundaries 
in order to avoid payment of the 
home sales tax. 

Despite the fact that “use” taxes 
have often been regarded by businegs 
men as in conflict with the Consti.- 
tutional prohibition against tax jp. 
ter-state commerce, the speaker gaid 
that where such laws have been wel] 
drawn they have stood the test of 
court action. 


Big Campaign 
to Back Price 
Maintenance 


New York, May 24.—Continuing 
its role as chief standard bearer for 
fair trade legislation in this area, 
the New York State Pharmaceutical 
Association this week put the finish- 
ing touches on the first of a series 
of circulars “intended to counteract 


the anti-fair trade propaganda ema? 


nating from Macy’s.” It is expected 
that beginning in June about 2,500, 
000 pieces of literature a month will 
be distributed to consumers through 
5,000 retail druggists in the state. 

Financial support for the latest 
price maintenance promotional effort 
is expected to come from drug 
manufacturers, according to officials 
of the association. The first circu- 
lar has been underwritten by Seeck 
& Kade, drug manufacturer. 

The campaign will attempt to pre 
sent consumers with the “true facts” 
regarding fair trade laws. No met- 
tion will be made of Macy’s, it was 
said, but all material will be pre 
pared with that department store’s 
aggressive anti-fair trade activities 
in mind. 


Union Biscuit Agency 


Gardner Advertising Company, St. 
Louis, has been appointed to handle 
advertising of Union Biscuit Com- 
pany, St. Louis, division of United 
Biscuit. Granville Rutledge is account 
executive. Newspapers and _ radio 
will be used for Princess crackers, 
Supreme cookies and other products. 


A. A. Offers Photos 


American Airlines, Inc., Chicag®, 
has established a picture service for 
advertisers, agencies and _ publica 
tions. A library of color pictures in 
kodachrome has been bought, supple 
menting 9,000 black and white photos 
in its library. The entire range of 
aviation is covered. 


——— 


An old Sale 


s Truth—but still goo 


d 


Fifteen years ago we said “In back of most women’s purchases 


stands some man’s preference.” 
recognize this fact and are placing 


Today, many leading manufacturers 


a considerable part of their adver- 


tising in magazines read largely by men. 
The Elks Magazine is, and has been for more than fifteen years: 


foremost among magazines read by men. 


It reaches every Member 


of the Order of Elks, gives you a circulation of many thousands and 
in that circulation offers well over 100,000 substantial retail mer- 


chants. 


. . £ s 
Reach this great consumer-dealer audience through the page 


of the Magazine they own and read. 


THE ELKS MAGAZINE 


50 East 42nd St.. New York 


307 N. Michigan Ave., Chicage 
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eRotogravure has been called the new, efficient 
medium because it eliminates advertising waste in 
three ways. @ It enables you to concentrate in mar- 
kets where business activity is concentrated. @ Its 
saturating coverage blankets outlets just as effi- 
ciently as it blankets prospects. © Its high visibility 
increases the audience for any ad regardless of 
position. On this point the Gallup research bureau 


has discovered that the average advertising space 


in rotogravure is seen by more than three times the 
number of people who see the average advertising 
space in other sections. The effect these three qualities 
can produce on sales is traced on the next page in 
the experience of the Fidelity Investment Association. 
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OFFICE OF THE 


NEW YORK 


122 East 42nd Street 8 South Michigan Avenue 510 West Sixth Street 


Organized 191! 
FIDELITY INVESTMENT ASSOCIATION 
Wheeling, West Virginia 
OFFICES IN PRINCIPAL CITIES 


VICE PRESIDENT 


February 1, 1938. 


ANDO DIRECTOR OF AGENCIES 


Kimberly-Clark Corporation, 
8 South Michigan Avenue, 
Chicago, Illinois. 


Gentlemen: 


or 1937 was designed to 


f 
Fidelity's advertising program Page ge. oh am 


effectively reach as many people as possi 
we maintain branch offices. 


this was a job of concentration. For this 


aim ing expenditure was directed to 


SE eee os et uate chosen because of their 
ogravure sectl 
newspapers. Rot 


i j intent was to 
terest. Our main in 
tion value and reader in ppg 
Tiere the public with the name Fidelity and i - ca 
san round for our salesmen when they called = — ty 
‘ined Fidelity's plan for accumulating funds for 


vure 
We were especially pleased, therefore, nssigetgred ee 
; ) ber oO ir 
j tisfying num 

j ts brought in a most sa atom 
a Sale came to our local offices and our headqu 
inqul ‘ ' 
here in Wheeling. 


) e cam- 
Of our various media ange tock pent = ae ae 4 
ter number oO 
ed, at lower cost, a grea Por 
a Agen of direct sales than any other form of adver gz 
gre 
.we employed. 
j history 
t successful year in our 
7 proved to be the mos : yy 
Bir ph. record we established for ourselves sabagerte A pagtog 
oe th of resources speaks wel. for the bedded ag essctlle tr on gi 
Se freshly give rotogravure credit for playing an imp 
e 
our 60% volume increase over 1936. 


Sinc yours, 


Me and 


OLL D. EVANS, Vice President 
and Director of Agencies. 
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LOS ANGELES 


TOGRAVURE HELPS Exablh 


A RECORD 


“HE WON'T BE READY 
TILL 1955... 


but I started him through 
college today!” 


EXT month, college careers 
begin for hundreds of thou- 
sands of fortunate young Americans 
... educations that will enable them 
to average nearly 3 times as much 
income as high school graduates . . . 
more than 4 times as much as those 
who only go through grade school. 
It takes money toget acollege edu- 
cation and yet parents need never 
be rich to assure it for their children. 
A few dollars a month set aside in a 
Fidelity Income Plan will take care of 
tuition and all the other expenses . . . 
will see to it that your child has the 
funds to finish college—something 
that only 1 child out of 50 who starts 
grade school is ever able to do. 
The Fidelity Income Plan is so 


flexible you can apply it to any other 
future financial need... . provide 
yourself with comfortable retire- 
ment income for the sunset years 
.-» have funds for the things you’ve 
always dreamed of doing. 

It is backed by an organization 
that, throughout its existence, has 
met every obligation at maturity 
without exception .. . and keeps on 
deposit at all times, with the state 
treasurer of West Virginia, approved 
securities equaling the total cash 
obligation to all contract-owners 
wherever they may live. Write for 
“Forging Ahead,” which explains 
the plan. Address Fidelity Invest- 
ment Association, 1120 Shoreham 
Building, Washington, D. C. 


Established over 26 years . . . Assets over $33,000,000.00 
FIDELITY INVESTMENT ASSOCIATION, WHEELING, W. VA. 
Offices in Principal Cities. A Hiliate: Fidel Association of New York, Inc. 


Make your fulare secure lbrouigh 


FIDELITY INCOME PLAN 


BUILDING OF GUARANTEED INCOMES 
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May 30, 1938 


ADVERTISING AGE 


REPETITION IS 
HELD VITAL IN 
SALES TRAINING 


Dallas, May 24.—Terming repeti- 
tion one of the strongest single 
forces in successful long range ad- 
yertising campaigns, C. D. Cox, Dal- 
las district manager, West Disin- 
fecting Company, told the National 
Federation of Sales Executives here 
Friday that this quality was also a 
“must” in the development of ef- 
fective sales training programs. 

Advocating more stress on selling, 
rather than buying power, and train- 
ing programs which set up the 
product as but one of five vital 
selling factors, Mr. Cox was one of 
several experts whose addresses 
tied in with the convention’s key- 
note, “Distribution at a Profit.” An- 
other speaker at this session was 
pr. J. U. Yarborough, of Southern 
Methodist University. 

Sales managers can learn much 
from the advertising fraternity in 
putting over their training pro- 
grams, Mr. Cox declared, particu- 
larly in following the technique of 
repetition employed by advertisers 
over a long period of years to iden- 
tify their products. 

The sales manager’s primary 
market is the sales organization, 
Mr. Cox commented, asserting that 
close contact with this “market” is 
essential to its maintenance. 


Use Every Medium 


“If we are to get the training 
program across to the salesman,” he 
declared, “we must employ this 
process of repetition. And the story 
should be repeated in every medium 
that reaches the salesman. 

“In training work the same sales 


story should be told in the sales 
meeting, sales manual, house or- 


gan and house bulletins and finally 
demonstrated in field work.” 

Such a training program, Mr. Cox 
asserted, will pay its own way 
many times over if it is consistently 
followed. “Now and then” training, 
he added, like ‘once in a while” ad- 
vertising, is a waste of money. 

The effective training schedule, 
he said, should include “five basic 
fundamental factors in making 
sales. These are salesman, market, 
products, methods and people. 

“Perhaps in the past we have 
been inclined to over-emphasize 
products, but the product is just one 
of these five factors. Analysis of 
the need, effective methods of pres- 
entation and a knowledge of the 
motives of people are perhaps more 
important than the product itself.” 

This training program, Mr. Cox 
continued, should analyze, visualize 
and dramatize, not only the prod- 
uct, but what that product will do 
for the user. 

“In recent years we've heard a lot 
about purchasing power. What we 
should be concerned about is sell- 
ing power. Employment follows 
the sales curve and purchasing 
bower follows employment. If every 
Salesman in America could start out 
tomorrow and show people how they 
Would benefit by buying, all the pro- 
ductive capacity in the country 


Would be operating day and night to 
fill orders.” 


Cites Changing Trends 


In “What Should a 


discussing 


Sales Manager Know About His 
Market?” Dr, Yarborough empha- 


Sized that current trends in distri- 
bution now tend to focus the sales 
Manager's interest on why people 
buy, rather than on what and how 
Much they buy. Sales managers, he 
femarked, are rapidly becoming the 
best Psychologists in the country, a 
‘ansition brought about through 
‘our distinct steps in the develop- 
nent of sales management. 

_vhree of these steps, Dr. Yarbor- 
gh said, are in the past. They in- 
cluded the “know thyself” period; 
‘se of pressure as a sales tech- 
oe: and the economic period, in 
hich sales analyses were based on 


MAN TRAINER 


C. D. Cox 


what and how much was being sold. 
Such studies, while based on sound 
economic theory, left the customer 
entirely out of the picture. 

The fourth and modern stage of 
development, he added, places em- 
phasis upon the consumer. While 
not all the things the sales man- 
ager should know about his market 
are psychological, psychology is far 
more necessary today than ever be- 
fore. 

In addition to regulation market 
facts on trading areas, population 
and the like, he asserted that the 
sales manager must know the atti- 
tudes, interests and buying habits 
of his customers. This is the sort 
of information, he explained, that 
psychologists have been supplying 
for the past few years, through such 
groups as the Psychological Corpo- 
ration. 

Major points in studying buying 
motives, as listed by Dr. Yarbor- 
ough, include the following factors: 
Previous habits, present habits, ef- 
fect of previous advertising, includ- 
ing that of competitors, the plausi- 
bility of the advertising, likes and 
dislikes for certain products, social 
or cultural factors, and economic or 
price factors. 

Indirect, tactful approach is es- 
sential in obtaining reliable inform- 
ation, he stressed. 

“Traditionally, studies in motives 
have asked the consumer why he 
bought a certain brand instead of 
another. We have found that the 
true answer cannot be gotten in this 
way. 

“Most people do not know the real 
reason for their purchase. They are 
familiar only with the rationaliza- 
tion they have formulated to justify 
their purchase. 

“By applying this new psycholog- 
ical technique to market research, 
valuable information can be obtained 
to supplement the information ob- 
tained from other sources. A thor- 
ough knowledge of the customer, his 
interests, attitudes and _ buying 
habits is essential for successful 
sales administration.” 


Consuela Miller Heads 
Chicago Women’s Club 


Consuela Miller, advertising man- 
ager, National Safety News, has 
been installed as president of the 
Women’s Advertising Club of Chi- 
cago. 

Elsa J. Smith, Macfadden Publica- 
tions, is first vice-president; Julia C. 
Stevens, Mrs. Stevens’ Candy Com- 
pany, second vice-president; May 
Plaunt, The Christian Science Moni- 
tor, recording secretary; Karen Fla- 
does, Peoples Gas Light & Coke 
Company, corresponding secretary, 
and Bernice Capion, Patterson Pub- 
lishing Company, treasurer. 


Buys “Hairdresser” 


American Hairdresser, New York, 
has been purchased by Tradepress 
Publishing Corporation, Chicago, 
publisher of Rock Products. There 
will be no change in personnel. 


Guenther Joins WSAI 


Wilfred Guenther has been named 
promotion manager of Station WSAI, 
Cincinnati. He was formerly in the 
radio department of Frederick W. 
Ziv Company. 


AMERICAN CUTS 
PRICE OF AIR 
CONDITIONING 


Develops Four Products for 
Small Home 


New York, May 24.—Plans for an 
aggressive campaign to capture heat- 
ing and air conditioning equipment 
sales in the low cost home bracket 
were revealed here today by Ameri- 
can Radiator and Standard Sanitary 
Corporation in an announcement of 
four new developments to be placed 
on the market in the near future. 

The new products, which will be 
displayed for the first time at a mas- 
ter plumbers’ convention in Cleve- 
land June 6-9, consist of a small 
“packaged steam system,” an innova- 
tion in merchandising in this field; 
an oil burner offering several new 
features, the first the company has 
produced under its own name; a new 
Arco thermos system, eliminating the 
use of conventional radiators; and an 
Arco attic cooling fan, designed for 
summer air conditioning. 


Map Promotion Plans 


Although advertising plans being 
mapped by Blaker Advertising 
Agency here were not complete this 
week, it was indicated that newspa- 
pers in key cities and magazines will 
be used. The bulk of the expendi- 
ture, however, it was reported, will 
go to the former. 

Arthur R. Herske, Arco president, 
said that the “packaged steam sys- 
tem,” to be known as Arco, Jr., is in- 
tended for low cost houses, roughly 
up to five rooms in size, with pipes, 
radiators, boilers and controls all 
made by American Radiator and off- 
ered for sale as a complete installa- 
tion. The component parts will be 
boxed together and a definite check 
provided on cost. Charts will be fur- 
nished to contractors to enable them 
to estimate the actual cost of any job 
quickly and accurately. The complete 
offering, Mr. Herske said, will elimi- 
nate complications which exist when 
the contractor buys materials from 
many different sources, and will re- 
sult in a substantial reduction in 
cost. 

The Arco thermos system eliminates 
the usual type of radiator and requires 
only a small space in the wall. The 
operating principle is similar to that 
of an automobile heater with an air- 
driven fan behind it. 

Arcofiame, the new oil burner, will 
be competitively priced with other 
units now on the market. It will be 
sold separately for attachment to ex- 
isting boilers or furnaces, and also 
as a complete boiler-burner unit. 

The Arco attic fan is intended for 


Dr. J. U. Yarborough 


homes of moderate means. The sys- 
tem calls for installation of a large 
fan to suck out warm air and push 
it through louvers, creating through- 
out the house the equivalent of a 
“gentle breeze.” Cost is in the neigh- 
borhod of $125 plus installation, with 
operating cost estimated at three 
cents a night. An automatic device, 
the Auto-Timer, stops the unit or 
starts it again. 


Contestants 
Get Spotlight 
in Nehi Copy 


Columbus, Ga., May 25.—The com- 
mon complaint of entrants in con- 
tests that they have difficulty in 
learning the identity of winners may 
have provided the idea capitalized by 
Nehi, Inc., in its current advertising. 
The company, marketing Royal Crown 
Cola (two big glasses in a bottle) 
featured winners of a contest in its 
copy in Life. The justification is 
found in the fact that a new contest 
is held weekly. 

Royal Crown Cola copy also made 
a propitiating gesture in the direc- 
tion of contestants who lost by sug- 
gesting that they shoot the judge. 

First prize each week is $1,000. 
Ten second prizes of $50 each, and 50 
third prizes of $10 are also offered. 
Kintries must be accompanied by a 
Royal Crewn Cola bottle cap. The 
competitors must write a letter tell- 
ing why they like the beverage. 

All of the winners presented in 
Life were depicted enjoying a swig 
of Royal Crown Cola while planning 
means and ways of spending their 
unearned increment. 

Nehi, Inec., is also using Good 
Housekeeping and a Friday evening 
program over National Broadcasting 
Company. James A. Greene & Co., 


Atlanta, is the agency. 


|New Tax Law 


Benefits Some 
Drug Products 


New York, May 25.—Removal of 
the excise tax on tooth paste, toilet 
soaps and other drug products will 
relieve the industry of taxes of $6,- 
878,205 and result in a lowering of 
prices in some cases, the Wall Street 
Journal believes. The new revenue 
tax law eliminates these taxes, while 
continuing others which yielded the 
government $10,606,787 in 1937. 

“When the taxes were first imposed 
several years ago,” said the Journal, 
“some companies absorbed the tax 
immediately, but there was a dispo- 
sition on the part of other firms to 
pass it on to the consumer. Gradu- 
ally, however, more and more firms 
paid the tax themselves, although 
even in the last months of the levy, 
there were still some products on 
which manufacturers passed the tax 
on to the retailer and hence, to the 
consumer.” 


May Lower Prices 


On such products, prices probably 
will be lowered by the amount of the 
tax which is removed, so that the 
consumer will obtain the benefit. On 
many other drug products, where the 
manufacturer absorbed the tax, there 
may be some lowering of price to the 
retailer. There are, however, some 
products on which the drug compa- 
nies bore the entire brunt of the tax, 
and on these it is likely that the 
manufacturer will retain the saving. 

One group in the industry believes 
that, in the main, the tax elimination 
will add little to earnings. It is con- 
tended prices will be adjusted to a 
considerable degree, and that a good 
part of whatever is retained by the 
companies will be expended in in- 
creased promotional efforts. 

The 5 per cent tax on tooth pastes, 
mouth washes, etc., yielded the fed- 
eral government $6,878,205 in 1937 
against $6,018,863 in 1936. For the 
first three months of 19388 receipts 
from this tax were $1,298,448 against 
$1,636,946 in the like period last year. 

The 10 per cent tax on perfumes, 
cosmetics, etc., produced total revenue 
of $10,606,787 for the government last 
year against $9,246,842 in 1937. For 
the first three months of 1937 re- 
ceipts from this tax were $2,261,363 
against $3,552,459 a year ago. 


Mosiman Issues “Dawn” 


Dawn, magazine for funeral direc- 
tors, has been started by Kenton M. 
Mosiman, Board of Trade bldg., In- 
dianapolis. Mr. Mosiman was for- 
merly assistant advertising manager 
of the Detroit News. 


Mooney Joins Gardner 


H. L. Mooney, formerly director of 
research for Pedlar & Ryan, Inc., 
New York, has joined Gardner Ad- 
vertising Company, New York, as re- 
search director. 
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MASON INVITES 
MARKETERS 10 
JOIN CRUSADE 


Kelvinator to Expand Lincoln 
Effort June 6 


Lincoln, Neb., May 24.—With a 
week's test of the “sales crusade” 
idea proving its efficacy, George W. 
Mason, president, Nash-Kelvinator 
Corporation, Detroit, today invited 
all other industries and individual 
members to “join in the campaign 
to put men back to work through 
concentrated sales effort.” 

Nash-Kelvinator will extend the 
Lincoln experiment to the national 
scene June 6. Meanwhile, the Lin- 
coln Chamber of Commerce will 
continue the “national salesmen’s 
crusade” indefinitely along the lines 
pioneered by Nash-Kelvinator, Dana 
F. Cole, its president, announced. 

Forty-six executives of the Kel- 
vinator division of the company es- 
tablished headquarters in the Corn- 
husker Hotel here and launched 
their week’s drive May 18, on the 
theory that ten honest presentations 


daily will yield sales almost auto- 


matically. Among those who tested 
the truth of this theory were Mr. 
Mason, who had only one door 
slammed in his face; H. W. Burritt, 
vice-president in charge of sales; 
Ralph C. Cameron, household appli- 
ance sales manager; Sam C. Mit- 
chell, director of advertising and 
sales promotion; W. E. Seylor, sales 


promotion manager; H. W. Newell, 
vice-president, and E. L. Triffit, ac- 
count executive of Geyer, Cornell 


& Newell, advertising agency han- 
dling the account. 


Seil Nineteen Units 


During the first two days, this as- 
sortment of talent registered 1,059 
calls, the result being the sale of 


RINGING DOORBELLS 


G. W. Mason 


16 electric refrigerators, one wash- 
ing machine and two ironers, while 
amassing a list of 123 prospects con- 
sidered hot enough to justify follow- 
up. Results of the work of the last 
four days of the week’s test have not 
been divulged. 

President Mason 
of prospects in favor of cold tur- 
key and rang door bells along with 
less well-known members of his or- 
ganization. He quickly learned 
about the troubles of the convasser, 
finding only three of eight house- 
wives at home on his morning tour. 
While he chatted with male mem- 
bers of the family found at home, 
he learned that none of them _ in- 
terfere in the administration of the 
home. 

Mr. Mason also found that maids 
are something like secretaries— 
they serve as a buffer between the 
peddler and the boss. He failed to 
get by one. On another visit, he 
ran into a hard-boiled lady who in- 
sisted that she had all of the ap- 
pliances she needed and when Mr. 
Mason attempted to debate the 
point, she put an end to the inter- 
view by slamming the door. 

The Kelvinator president, how- 
ever, discovered one really hot re- 


rejected a list 


Money moves in Toronto 


Money—medium of exchange—reduced to simple 
terms, is the vehicle that moves goods from pro- 


ducer to consumer. 


Idle money moves no goods. 


There is more spendable money in Toronto than 
in any other market in Canada—and what is more 
important—Toronto people are spending it—it 


is moving goods. 


Proof! 


Toronto bought more 


new motor cars last year—spent more dollars in 
advertised amusements—paid more personal in- 
come tax—paid greater Customs dues—had big- 
ger bank clearings—greater percentage of retail 
sales — larger sale of mining securities — greater 
building expenditures—than any other Canadian 
city. For sixty-two years Toronto people have done 
their major buying through this great home news- 


paper. Undoubtedly 


TORONTO IS A “TELEGRAM” CITY 


THE EVENING TELEGRAM 


Largest Classified Linage in Canada 


TORONTO 


New York: 
Dan A. Carroll, 110 E. 42nd St. 


CANADA 


Chicago: 
Jj. E. Lutz, 435 N. Michigan Ave. 


frigerator prospect and one or two 
interested in other appliances. 
Whether the Lincoln experiment 
can be put over on a national basis 
remains to be seen. It smacked of 
the crusades of old in the intensity 
of fervor aroused in Lincoln. News- 
papers dramatized the idea in head- 
lines, their carriers wore buttons, 
many other business houses joined, 
competitors applauded in newspaper 
copy, and the town generally was 
all worked up. Whether any city 
can maintain this exalted pitch 
over a period of time is a question. 


Whole Town 


In a letter addressed to Mr. Ma- 
son, Harry J. Krusz, general man- 
ager of the Lincoln Chamber of 
Commerce, declared that as a result 
of the crusade “business in Lincoln 
this week has been much better.” 

“IT firmly believe that the business 
of the nation is hungry for this con- 
structive idea because it is not pre- 
sented as an economic panacea, nor 
does it condemn any type of activ- 
ity,’ Mr. Krusz continued. 

“I believe that when you launch 
the campaign on a national basis 
you will find a hearty reception in 
other cities, because the national 
salesmen’s crusade is the type of 
effort that all can tie to as an ac- 
tivity that will increase business. 

“Lincoln newspapers have cooper- 
ated whole-heartedly and, as a re- 
sult, I am sure that you found a 
friendly reception at every home at 
which your representatives called. 
I know that men in other lines of 
business found this true during the 
week, which is indicative of what 
can be accomplished for salesmen 
when an entire community pulls to- 
gether in a constructive effort.” 

Concrete results of the first four 
days of the National Salesmen’s 
Crusade, as far as Kelvinator sales 
were concerned, gave evidence of 
the sweeping success of the move- 
ment, according to the company’s 
officials. 


Interested 


Department Store View 


“Not only has the drive set the 
cash registers of Lincoln merchants 
ringing again, but it has done some- 
thing even more important—it has 
increased immeasurably the morale 
of Lincoln salesmen of all kinds,” 
declared I. H. Winchell, merchan- 
dising manager of the home furnish- 
ings department of Rudge & Guen- 
ze] Company, large Lincoln depart- 
ment store. “The campaign has ele- 
vated the salesman to a respected 


position in the community as an im- 
portant power in returning  pros- 
perity.” 

When the object of the Nash- 


Kelvinator visitation became known, 
the Lincoln Chamber of Commerce, 
the Lincoln newspapers and other 
lines of business sprang into the 
fray. Tuesday night the Chamber 
of Commerce called a mass meeting 
of sales people. As a result, 1,800 
salesmen and saleswomen of all 
descriptions packed the auditorium 
of the Lincoln High School, largest 
public gathering place in the city. 

At this meeting, the assembly 
heard speeches on the movement by 
local business leaders and Nash- 
Kelvinator officials, pledged them- 
selves to “help sell America out of 
its depression” and in revival spirit 
fared forth to do their part. 

Next morning, over a civic break- 


| fast of ham and scrambled eggs, at- 


Kelvinator dealers and 
throughout the Lin- 
coln territory, by city and state of- 
ficials and by heads of 50 local 
business concerns, President Mason 
keynoted the crusade and pinned a 
“Sales Mean Jobs” button on the 
lapel of Nebraska’s Governor Rob- 
ert Leroy Cochran, officially launch- 
ing the movement. 


tended by 
salesmen from 


Governor Approved Plan 

| Declared yovernor Cochran: 
\“Universal adoption of the plan, in 
my opinion, can give business the 
forward push it needs. If nationally 
adopted, this movement can. start 
the wheels turning, can help put 
men, now idle, back to work. I’m 
for the crusade, Mr. Mason, and I 


wish this fine, American movement 
| Godspeed and all success.” 

| Immediately after the meeting, Mr. 
Mason and his executives, as well 


SNOW WHITE AND DOPEY PREFER ROYAL 
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DOPEKZ 


The now famous movie provided the inspiration for this display, in which Snow 


White and the dwarf alternately tap the keys, while 


in red neon as Dopey uses his hammer. 


"Royal Portable” flashes 
The display was created and produced 


by Einson-Freeman Company. 


as 25 regional and district sales 
managers, went out into all parts of 
Lincoln to stage a two-day demon- 
stration of what “at least ten hon- 
est sales presentations of our prod- 
ucts per day” will accomplish. 

Among the “factory men” 
went out into the field were re- 
gional and district sales mana- 
gers, brought into Lincoln from all 
parts of the United States to “cold 
canvass” along with the executives, 
to get the “feel of the thing.” 

Imbued with the Mason “fighting 
spirit,” these men left over the 
week-end for their various terri- 
tories, there to help distributors ar- 
range 89 crusade breakfast meet- 
ings in key cities for June 6, when 
the crusade goes national. 


who 


High Ethics Rule 


Local business men, including 
competitors, rallied to Mason’s 
cause. The Iowa-Nebraska Light & 


Power Company, which distributes 
General Electric refrigerators’ in 
three states, took large advertise- 
ments in the local newspapers, 
praising the broad spirit of the cru- 
sade, offering cooperation. 

The local branch of Sears, Roe- 
buck & Co., which also sells refrig- 
erators, similarly praised the move- 
ment and its sponsors in newspaper 
advertisements. - 


Neither company attempted _ to 
merchandise its refrigerators’ in 
these advertisements. Their sales- 


men lined up behind the movement, 
later in the week reported increased 
interest and sales. 

Many other instances of coopera- 
tion came to light. The Roberts 
Dairy Company called a_ special 
meeting of 50 route drivers, had 
Kelvinator officials address them, 
put campaign buttons on their coats 
and offered their services in un- 
earthing prospects in the kitchens 
of their customers. 

Local newspapers. distributed 
“Sales Mean Jobs” buttons among 
carrier boys, asked them to “talk 
up” the crusade for better business. 

Western Union representatives 
and messenger boys also became 
“sales crusaders,” went about the 
town wearing buttons, preaching 
the gospel that “harder work each 
day makes sales” and, as a conse- 
quence “sales mean jobs for those 
who are unemployed.” 

Lincoln's police and fire chiefs ar- 
ranged meetings of their men so 
that Nash-Kelvinator’s sales execu- 
tives could address them on the pur- 
poses and spirit of the crusade. 

Countless other similar instances 
were recorded, and human interest 
stories by the score were discovered 
by local newspaper reporters cover- 
ing the crusade. 


Norwood’s Book 
Dissects New 
and Old Laws 


New York, May 26.—An addition to 
the business man’s library of inter- 
pretive volumes on federal legisla- 
tion appeared here this week in 
“Trade Practices and Price Law,” by 
John Norwood. Mr. Norwood is a 
member of the federal bar and author 
of “The Reception of Evidence by the 
Federal Trade Commission.” 

In his new volume, he has offered 
an explanation of all important regu- 
latory laws, old and new, which af- 
fect business today. In addition to 
interpreting the law as applied to- 
day, he has indicated the probable fu- 
ture trends of trade legislation. 

The book includes a chart of trade 
practices within the jurisdiction of 
the Federal Trade Commission and 
an appendix which briefs many im- 
portant FTC rulings and lists the full 
details of the FTC act, the Clayton 
Anti-Trust Act and the Robinson-Pat- 
man Act. 

Commerce Clearing House, Inc., is 
the publisher. The book is priced 
at $3. 


Agate Club to Golf 
The Agate Club, Chicago, will hold 
its annual golf party June 10 at La 
Grange Country Club. 
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EDUCATION OF 
PUBLIC VITAL, 
MARKETERS TOLD 


Washington, D. C., May 24.—Public 
education offers a dominant chal- 
lenge to marketers, Clarence Francis, 
president, General Foods Corpora- 
tion, told the American Marketing 
Association at its mid-year meeting 
Friday. Mr. Francis’ address con- 
cluded the first day’s program during 
which the association also heard a 
prediction on the business future by 
Laurence Sloan, vice-president, Stand- 
ard Statistics Company, New York. 

“Why have we let the impression 
get abroad in some quarters that 
our greatest longing is to cram down 
customer’s throats a lot of things 
they don’t want or need?” Mr. Fran- 
cis asked. Few, he emphasized, are 
personally overloaded with present 
day necessities and luxuries. 

Another misconception which must 
be faced, Mr. Francis declared, is the 
“economic waste” accusation against 
advertising. He told of a recent visit 
with a student from an eastern Uni- 
versity whose economics professor 


had asserted that advertising was a 
social waste. 


Jello-O As Example 


“When General Foods first took 
over the Jell-O Company,” he ex- 
plained, “Jell-O was selling for 12 
vents per package. Today, the pre- 
Vailing price is five and one-half to 
six cents per package. The total ad- 
vertising cost is under one-half cent 
per package. What’s wrong with ad- 
Vertising when it works that way? 
Could the price of Jell-O have come 
down without advertising? If so, I 
Would like to know how. 
“Would the elimination of all ad- 
‘frusing be of benefit to the coun- 
ry? Could the modern system of 
mass production at low unit cost— 
Which means lower prices to consum- 
tien function without advertising? 
“Te again, is a challenge which all 
. us face, a challenge to get more 
‘Acts than we now possess and a chal- 
ange to think straight in the use of 
lese facts when we get them.” 
Pe in distribution, Mr. Francis 
* . ed, 1S an accusation not so eas- 
ee, In this field, he urged 
= business and government coop- 
— in fact finding studies to bene- 
t both industry and consumers. 

_ The fsovernment should be _ en- 
*uraged,” he said, “to study and per- 
mad tackle distribution problems 
te a are beyond the scope of in- 
Vidual business, or too complicated 
_ Single industry to wrestle with. 

The country is better off because 


Uncle Sam spends millions financing 
agricultural research. Similar na- 
tional benefits would result from 
business research, including studies 
of distribution.” 

Business itself, Mr. Francis as- 
serted, must voluntarily finance sci- 
entific studies of the problem just as 
it invests a large sum each year in 
research to create and improve prod- 
ucts. 


Credit Is Problem 


Mr. Sloan’s prediction on the busi- 
ness future emphasized the extraor- 
dinary supply of credit which he 
termed “an abnormality tending to 
distort what might otherwise be a 
normal, although slow recovery.” 

Summer prospects are gloomy, he 


commented, adding however that 
“business for several months past has 
been making a straight line at de- 
pression levels, rather than sinking 
to new lows, month after month. 

“There is ample reason to assume, 
therefore, that we are in the clean- 
up stage of the depression, the final 
stage.” 

New automobile models, the full 
force of maturing agricultural sur- 
pluses on prices and removal of ex- 
isting uncertainties as to prices of 
certain basic industrial items were 
set forth by Mr. Sloan as forthcom- 
ing events likely to bring a fall up- 
turn in business. 

“In the normal course of events,” 
he declared, “1939 should be a better 
year for industry and trade than 


1938; 1940 should be still better.” 

He declared that recent monetary 
events have removed the barriers to 
credit inflation. 

“There is a staggering total of 
credit to be had,” he said. “How 
much, how soon and what use will 
be made of it, nobody knows. If the 
honest, substantial, industrious, debt 
respecting, debt paying people of this 
country do not find a way to utilize 
a goodly share of it, the way to do 
so will be found by the scoundrels, 
debt repudiators, bums and loafers. 
No other premise makes any sense.” 


Hughes Joins Agency 

E. J. Hughes has been named ac- 
count executive of Stockton-West- 
Burkhart, Inc., Cincinnati. 


Film for Lace Paper 


A two reel motion picture, “To the 
Ladies,” featuring Princess Alexan- 
dra Kropotkin, has been completed 
by Milwaukee Lace Paper Company, 
for showings to the company’s sales- 
men, dealers and jobbers. The pic- 
ture was produced by Burton Holmes 
Films, Inc. Princess Kropotkin is a 
feature writer for Liberty. 


Stoltz in New Post 


Harold A. Stoltz, formerly divi- 
sional sales manager of Seminole 
Tissue Corporation, has been ap- 


pointed Midwest sales manager for 
Harry B. Weil & Associates, Chicago, 
sales organization specializing in 
merchandising activity for the gro- 


| cery field. 
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Advertisers of the F'uture 


Who will be the successful adver- 
tisers of the future? What are the 
most probable sources of advertising 
activity as it will be conducted ten, 
fifteen or twenty years’ hence? 
These are questions of real import- 
ance to all engaged in advertising, 
whether they are advertising man- 
agers, advertising agency execu- 
tives, publishers or other media 
owners. 

The changes which have taken 
place during the past generation 
may not be too accurate a guide for 
the future, regardless of Patrick 
Henry's famous dictum. The major 
trend of the past twenty years or 
so resulted from numerous mergers 
of strong independent companies 
into giant industries which imme- 
diately became the most important 
advertisers in their fields. Thus the 
pattern of the past has been one 
of concentration of advertising ac- 
tivity among a smaller number of 
units. 

Will this be the situation twenty 
vears from now? Probably not. The 
disadvantages and weaknesses of 
the large corporation, made up of 
many far-flung units, are well under- 
stood, and the flexibility and mo- 
bility of the smaler company, well 
integrated and well organized for 
rapid acceleration, give it a strategic 
advantage in marketing which will 
bring many new advertisers to the 
front. 

Thus we are justified in predicting, 
entirely apart from the trend of the 


times politically, that in addition to 
big advertisers representing big busi- 
ness, there will be many more adver- 
tisers, moderate to big in size and 
importance, representing the inde- 
pendent business which is now grow- 
ing from small beginnings and will 
become great through good manage- 
ment, good products and good adver- 
tising. 

The big advertisers of the current 
generation came largely from new 
industries, and new industries and 
new products will play a major role 
in the advertising scene during the 
coming years. The story of the 
automobile may be repeated by air 
conditioning, frozen foods, air trans- 
portation, tourist promotion, new 
types of building construction and 
new kinds of entertainment, through 
the movies or television. 

As new things become familiar, 
can we count on advertising agen- 
cies to perform their creative func- 
tion in showing growing industries 
how to apply advertising most suc- 
cessfully to business development? 
Have agencies concentrated their 
attention so completely on the cap- 
ture of large appropriations as to 
lose sight of the opportunities now 
emerging among new and growing 
industries destined to be the big 
advertisers of the future? 

We hope not, for theirs should be 
a major role in the development of 
the advertising success stories to 
be written during the next decade 
or two. 


Self-Regulation of Advertising 


Dr. Morris Fishbein, _ brilliant 
editor of the Journal of the American 
Medical Association, told the Chi- 
cago Federated Advertising Club re- 
cently that it will have to apply the 
same degree of effective control to 
its field as the medical profession 
applied to its—based on high 
ethical standards and a real desire 
to protect the public from abuses. 


has 


Various advertiser groups are car- 
rying out this plan, but in the ab- 
sence of a strong central organiza- 
tion, embracing all, or nearly all, of 
the advertising interests of the 
country, and equipped to discipline 
refractory members, the situation is 
such that regulating advertising ef- 
fectively is still a problem not to be 
solved by voluntary action on the 
part of advertisers themselves. 

The opportunity for the applica- 
tion of effective self-regulation re- 
mains where it has always been—in 


the 
other 


hands of the publishers and 

media owners. Those with 
public relations problems, like radio 
and outdoor, have dealt with the 
situation mucii more positively than 
other media groups. It is not a 
pleasant duty to assume, because it 
may mean loss of business from some 
questionable sources, as well as 
headaches in the enforcement of a 
code intended to protect the public 
from bad products and bad advertis- 
ing. 

But with the sweep of govern- 
mental regulation steadily widening, 
and with growing interference from 
this source with normal advertising 
activities certain in the absence of 
effective action within the field, it 
will pay advertisers, agencies and 
the media to -institute control over 
the dissemination of advertising 
which is not in the interest of the 
public. 


REPRIMAND FROM THE CONSUMER 


—Nation’s Business 


"Young man, | haven't cared much for your radio program lately.” 


Ad-libbing 


Contest Difficulties 

With Apverrisinc AGer’s third an- 
nual student essay contest in the 
tinal stages of picking the winners, 
the staff is resting up from the con- 
siderable chore of picking the sheep 
from the goats among almost 3,500 
essays averaging pretty close to 1,000 
words each. 

It won’t be news to anyone who has 
ever conducted a contest, but it still 
surprises us to discover how hard it 
is to get contestants to observe even 
the simplest and the clearest rules. 
With the closing date carefully em- 
phasized, there are always a few late 
hopefuls who transmit their entries 
anywhere from one to 14 days after 
the contest has closed. And most of 
them, apparently thinking that such 
procedure will miraculously get them 
in under the wire, use airmail and 
special delivery on their belated en- 
tries. 

Then there are the three or four 
per cent who don’t believe that “1,000 


words or less” really means 1,000 
words or less, and who are so im- 


pressed with their own literary skill 
and the subtlety of their arguments 
that they run on 50 or 100 words 
over, 

But the prize for ingenuity in con- 
nection with the third ApbvVeRTISING 
AGE contest probably goes to the en- 
terprising young lady who added this 
footnote to her entry: 

“Dear Contest Editor—lI’d certainly 
appreciate it if you could get me a 
job at the next World’s Fair. Wait- 
ing on table or washing dishes or 
anythin’.” 


Missing Person 


Needham, Louis and Brorby, which 
handles the Schlitz account, is circu- 
lating the story of how a Schlitz ad 
re-united two fellows who had gone 
to school together, but had not seen 
each other for four years. 

Robert M. Jones of Salt Lake City 
had been wondering what ever be- 
came of his friend and art school 
classmate, Peter Hawley, the agency 
relates. They had attended the Cali- 
fornia School of Fine Arts tour years 
ago, but had parted and lost track of 
each other. 

So when Mr. Jones noticed some 
spot illustrations in a familiar tech- 
nique in a double-page Schlitz adver- 
tisement in Collier’s, he wrote Schlitz 
explaining the situation. Schlitz re- 
layed the request to its agency, which 
turned up the right man in the Kling 
Studios in Chicago. 


Black Newspaper Bleed 


Speaking of Salt Lake City, the 
full newspaper bleed page reproduced 
here, which ZCMI, big Ealt Lake de- 
partment store, ran in the Salt Lake 
Telegram May 18, is the first of its 
kind we have seen. 

The much-reduced showing of it 
here does not do it justice, but the 


LMI WAST 
yi ” 
May lath to 2s) The Wess Creat Retailing Classis. Sore Wade Redictons "a= % 


antiastin sissies Sein se 


original, with its startling expanse 
of well-printed black, was an unusu- 
ally effective stopper. This one-color 
page bleeds on all four sides, inci- 
dentally. 


The Ideal Customer 


Chicago newspaper and magazine 
representatives, if questioned, would 
probably admit that I. R. F. Spiegel, 
president of the Nurito Company, 
comes as hear to being their ideal 
customer as is humanly possible. 
While Nurito is not among the 10 
major advertisers, Mr. Spiegel’s at- 
titude toward space buying would 
warm the cockles of any representa- 
tive’s heart. More familiarly known 
as “Out in the Open, Above the Fold 
Spiegel’’—due to his predilection for 
good position, Mr. Spiegel set out 
this year to spend more money than 
ever before for advertising. 

The results to date, he informed 
representatives who attended a house- 
warming party in his new offices last 
week, show sales 28 per cent above 
1937. And 1937, Mr. Spiegel adds, 
“was also a darned good year.” 
Typical of his feeling toward adver- 
tising was a sign prominently dis- 


played on the office walls at this 
party. It read: “Pardon our eco- 
nomical offices. We spend all our 


money for advertising space!” 


Jottings 


Bill Walsh, who’s known to scores 
of business paper men in Chicago 
through his long years of service 
With Western Newspaper Union’s lo- 
cal printing plant, has come up with 
a fine contribution to the golfing fra- 
ternity. He has developed the “Lit- 
tle Wonder Golf Rake,” which weighs 
about a pound and collapses so suc- 
cessfully that it takes no more space 
in your bag than an ordinary club. 
If your ball unaccountably lands in 
the rough or a water hole, all you do 
is pull out your Little Wonder. un- 
collapse it, and rake your ball right 
out, just like that... 


ee 
$= 


Information 
for 
Advertisers 


The following documents may pe 
secured without charge from compa. 
nies sponsoring them, or through 
ADVERTISING AGE, by any national aq. 
vertiser or advertising agency exeey. 
tive writing on his business lette». 
head. 


No. 1357. A Survey on the Famil, 
Circle, The Cleveland Press ang 
The Cleveland Plain Dealer. 

The Family Circle has issued this 

Daniel Starch report on visibility 

and readership of advertising in that 

publication, The Cleveland Press apy 

The Cleveland Plain Dealer. The 

survey was conducted in Clevelang 

and its suburban area. 


No. 1358. Guide to Effective Theatre 
Advertising. 

This booklet, issued by Screey 
Broadcast Corporation, tells the story 
of Minute Movies, giving data on 
rates, circulation and _ production. 
Flexibility of the medium is showy 
in an outline of two plans for its use: 
direct national service and coopera. 
tive dealer service. 


No. 1359. 
Market. 


This study of the _ purchasing 
power of the Newark market com- 
pared with other key markets of the 
country has been issued by the Nev. 
ark Evening News. Population, sales, 
home ownership and income tax re- 
turns are tabulated, with detailed in- 
formation on the Newark-Essex 
County area and coverage of the 
paper. 


The Newark New Jersey 


No. 1360. Happy Thought for Travel- 
ers. 

In this small folder, Railway Ex- 
press Agency offers an outline of its 
service, with some helpful sugges: 
tions for travelers when packing and 
shipping baggage. 


No. 1321. Sampling Procedure. 


This folder, issued by Forbes Litho- 
graph Company, contains a thorough- 
going study of sampling as a mer- 
chandising tool, discussing the sev- 
eral groups of sampling operations, 
types and varieties of packages avail- 
able to the sampler, and listing some 
helpful answers to questions on the 
subject. 


No. 1316. 1938 Route Book of Port- 
land Drug Stores. 


The Journal, Portland, Ore., has is- 
sued this new pocket size directory of 
the drug trade in Portland. Stores 
are listed by districts and a scien- 
tifically arranged automobile route is 
suggested for each. Listings cover 
drug stores, drug jobbers, chain store 
organizations and buying associations. 


No. 1342. Certified Radio Survey of 
“Buying” Listeners. 

A new slant on determining radio 
station popularity is offered in this 
study issued by WMC. Research 0D 
eratives interviewed customers at 
point-of-purchase, rather than by the 
phone-call-to-home method, the anal: 
ysis, therefore, indicating station 
preferences of actual buyers. 


No. 1320. A Survey of Buying Power 
and Newspaper Coverage of Dal- 
las, Texas. 

The Dallas Morning News and The 
Dallas Journal have issued this folder 
which contains a zoned map provid: 
ing an analysis of homes, home-buy- 
ing power and the city coverage of 
these newspapers. The folder also 
discusses coverage of the cities and 
towns of the 37 counties in Dallas 
retail trade area. 


No. 1348. Your Primary Market— 
23,000,000 Women Who Sew and 
How to Reach Them. 

This study, issued by Simplicity 
Magazine, covers the home sewins 
market, showing the extent of al 
tern sales, how the sewing machine 
ranks in importance with other home 
appliances, a tabulation of Simplic- 
ity’s coverage, and the status of _ 

average sewing woman reached ° 

this publication. 
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MUSIC 
ENTERTAIN MENT 
ARCHERY 
HORSESHOES 


NOTE: The artist drew a cow instead of an ox here because he was afraid that when some skeptical 


, ‘ , , , : BADMINTON 
people read the magnificent list of entertainment offered they might think we were bulling them! 


, tw VT OU he OO Te 


DECK TENNIS 


tne 


ARR OUR RET COON, TUE SITE 


TUG-OF-WAR 


4 xeyN ST - VOLLEY BALL 


DARTS 


SS, 
SSS we 
CROQUET 
RIFLE RANGE 
Th 


NAIL DRIVING CONTESTS 
in. t 


— 
i—} 
Saeed 


| RACES 
ra- 


SWIMMING 


BASEBALL ON MULEBACK 


OPEN AIR BRIDGE 


SIX ROUNDS OF BOXING 


WRESTLING 


OLYMPIC SWIMMING STARS 


PLENTY OF FOOD 


BOTTOMLESS BEER MUG 


oo 
i— 
? 


GRAND OX ROAST 


DANCING 


m 

@ 

< 
JOHN AVERILL 


ETC. 


Oh boy! Oh boy! What a party. The Chicago Federated 
Advertising Club is giving an ox roast up at Wauconda, Saturday, 


June the Fourth. Study the list of entertainment displayed above. 
= 
th op 
"sat 


var @ © FLALC. OX ROAST 


= grand opportunity to entertain your wife or girl friend. So put on 


It’s a swell bargain at $2.50 for an entire day’s outing, and a 


D AT } €: 7 7 ™ / ’ Tire > . . . 

feo “OOKS GROVE & BEACH, BANGS LAKE some old clothes, get in your car (or hitch hike) up to Wauconda and 
The ve re 

toder fg \\UCONDA, ILL. (ROUTE 176) 

eet 

eu 

wus) ONLY 45 MINUTES DRIVE FROM CHICAGO 

> nd 

alles’ 


see all your friends in the advertising business. They’ll all be there. 


COLLINS, MILLER & HUTCHINGS, INC., Photo Engravers 


ALL DAY (COME EARLY) JUNE FOURTH 207 N. Michigan Avenue, Chicago 
rket— 
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_ FROM NOON UNTIL MIDNIGHT 
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CET TICKETS FROM C.F. A.C. AT ROOM 339, SHERMAN HOTEL 


: aes 3 * : 4 . ; APE. i ee yt ne : hs ead we ae wie ‘Bee ; “es a os al rape 4 mee ae ues. =e : § ee La 
= * eed x ae : + Ngttalee « heme SE a om 3 ie ie d % ri pe ay #1 tes ace ae oh = ri Tike + : a a nAtian ; “é Sy Pe 5 
UE | a 
. 
-_ 
¢ 
: ee 
ES ll. 4 3 
a. 
ante peat 
Lo ne 
cst Pha 
Manteo 
aa es 
aeere oP 
me 
oa 
ae 
? a 21g 
— ey 2 es 
& a 7 
ae 
a 
EN OR 
eg 
ae oan 
get) ol 
. ‘ N\ PE — 
ey ee, 
i : ae 
- a ee ee 
=~ a 
; Wp » oS ae 
a Wy es - ¢ 
les, . 4 A/s % ys 
Te- 3 4; 4/ + ee : 3 
j 4 sf ms | 
» 2 fe es oF 
4 RA 
ex ae 
the > od 
i Tee. 
nea Be 
vel. a ee 
. a on 
j ee oS 
Ex. @ BE re 
its ‘, i i a A) 
and fe), cect 
3 6) ie Been 
ee 
PY cae 
a a 
ae 
the : ‘ 
Port- } ae 
is is s 
rot ff sa i , 
= e | oe 
scien om en 
ite is ae oe a | 
Sine; : ae 
cover - ’ ee aes 
ae Sach a 
store vy > oR es 
i Se rea: 
tions. ety Pe A Yi ae 
z Base re Ie Saeoke 
ne ee 
OE Ke 
ape es 
Ne Sea 
sera 
ein bt a 
tte 
Steen 
eg 
Sil ic 
mar, = 
oo 4 
7% 
4 
- 
; -. 
; ae 
ao 
- 
i Pid 
a 
a : 
be ae 
a a 
| 
F i 3 d 
ie ea 
lees 
eo 
F 5 a 
rae |e 
Une 
Cees hm 
ards 
SPEER AIS 
Sas Bei ity 
* "ie 4 eg a 5 See 
paar ri S « veya Sunes Sees : & ‘ Fa » rig ut ie | ‘ i ee Nt ae . ey Tae i sc ea : fis Sh ,. ‘ Ress a, os a aa Se gt eee Gy oa oy Big Sa 
Gh oe Kali y he tual Meare Mae eal ey f a Fi te ae he payee int he A RS eek s ee ACS choad? sp SS Ba BS ee Be Lee ewe = ange TS ae ee Rie SS SUR ee Rr ere Se 2 ie saree Ree. er os ae Came Sse f 8 cp Sala NS eae is cee ae 
oe Sau: ee Pa F Eee i a Si nae oe fale dee et ; Bes ae Be oat Ge ess Fo Fy 3 i Sys sa ia eee’ Po Vat Gear ® 2 age tees Vet ee se Say ee the Hag neta Ses a ne : ar Fo ee re ae 3 ee ae sy ay : PET a 7 gat . ee 


ADVERTISING AGE 


May 30, 193g 


14 
conan a alee antenatal am |where it is most needed. I know it | 
| would hurt the kind and loving ad- | MAKING IT EASY 
rs bd vertising specialists to admit it, but 
V oO l Cc Oe O f th e V e rt 1 ia e 7 there was a time when salesmen were 


Impossible 
To the Editor: 
vertisement from the Philadelphia| 
Afro-American is an intersting com- 
mentary on the recent bitter politi- | 
cal fight in Pennsylvania. 
This couldn't have been done pur- 
posely by an over-zealous Republican | 
make-up man! 


| 
i 
' 


HerBertT RINcoi vp, 


ae ae ‘ , | 
Philip Klein, Inc., Philadelphia. | 


> 3 


| 
Peach Growers Plan | 
Joint Advertising | 

To the Editor: The fact that 
Georgia peach growers plan to adver- 
tise during ‘the current season is a 
sign of definite progress—at least, in | 
this industry. The growers in| 
Georgia suddenly awoke to the real- | 
ization that as an industry, they have | 
never done anything to promote fresh 
peaches, either in the markets or in 
the public consciousness, and that in | 
view of increasing production, lack of | 
such efforts on their part would ulti- 
mately prove disastrous. 

This year is only a beginning; an | 
experiment; a test campaign—or, 
What you may. Only a small portion | 
of the growers are participating in 
and financing the campaign, but 
these courageous few hope to show | 
the entire industry in Georgia that | 
what has been done for oranges, wal- | 
nuts, melons and lettuce, can also | 
improve the position of the Georgia | 
peach grower. 

The few growers who are partici 
pating in this campaign agreed, first 
of all, that only quality fruits can be! 
packed and shipped under the brand 
name selected. The label carrying 
the brand name will be placed only | 
on baskets containing U. S. No. 1| 
fruit, government inspected at the 
packing plants, and a minimum size 


limit, not provided for in the gov- 
ernment qualifications for U. S. No. 
1, will be imposed upon all such 


fruit. 

A newspaper campaign is sched- 
uled for New York and Chicago. Full 
color window posters and price tags 
will constitute the point of sale mer- 
chandising. 

A survey among the carlot receiy 
ers of peaches, and among the chain 
store buyers, in both New York and 
Chicago, show that there is a tre-| 
mendous interest in branded pro- 
duce. If the brand stands for quality | 
and uniformity of pack, indications | 
show that the appearance of such a | 
brand on peaches will be eagerly wel-| 
comed in all markets, since hereto- 
fore, the lack of assurance in both 
wholesale and retail markets, as to 


| 


growers’ distinct disadvantage. 
G. H. JOHNSTON, 
Harvey - Massengale 


Atlanta. 


Company, 


7 + F 


Big Bank Bulletin 


To the Editor: The National Bank 
of Tulsa is one of the hundred larg- 
est banks in America and the larg- 


Rant Sc gh 
Mien AOR ciate a 


This department is a reader’s forum. 


The enclosed ad- | — 


quality and pack, has reacted to the | 
| 
| 
| 


| but 
| of its size, 
the four points of the compass, it is, 
so far as we know, the only bulletin 
board in the country of its type. 


AT IT AGAIN 


KEEP 
PENNSYLVANIA 
LIBERAL with 


REGULAR 


DEMOCRATIC 


CANDIDATES 


Endorsed by the 
State Committee 


EARLE 


for United Stotes Senator 


* 
CHARLES ALVIN 


for Lievtenant-Geverner 


THOMAS A. 


LOGUE 


for Secretary of 
Internal Affairs 


VOTE FOR 
TRUE FRIENDS 


F THE 


* 
PENNSYLVANIA'S 
FIRST & OWLY 


ALL-VETERAN 
TICKET 


Primary Election, May 17 
DON’T MAKE 


Constipation 
WOFrSe with 


HARSH, NASTY LAXATIVES! 


There's no law against a person taking ® 
hitter, nasty purgative. But what for? 
Who asid you had to make @ miserable 
experence out of a simple case of 
constipation? 

Taking 9 laxative can be just as pleas 
ant as eating a piece of delicious choco 
late —provided you take Eix-Lax It gets 
th 
ws 


rough resulta —but amoot bly, eas 

thout throwing your eliminative eyv* 
tem out of whack, without causing nau- 
sea, stomach pains or weakness. 

For over 30 years Ex-Lax has been 
America’s favorite family laxative. Now 
+ has been Scientifically Improved! It's 
actually better than ever. It TASTES 
NETTER than ever, ACTS BETTER 
than ever—and is MORE GENTLE 
than ever 

Equally good for children and grown- 
ups. LU¢ and 25¢ boxes at your druggist, 


Now Improved — better then ever! 


EX-LAX 


THE ORIGINAL CHOCOLATED LAXATIVE 


Funny make-up man does his 
Pennsylvania primary. 


est in the Tenth Federal Reserve Dis- 
trict; is recognized as “The Oil Bank 
of America,” and does a rather ag-| to; 
gressive job in oil and banking trade 


journals. We have built several bul- 
letins for them similar to 
shown in the attached 


design and 


J. Burr Gipsons, 


Vice-President, Rogers, 


Gibbons, Tulsa. 


one 
photograph, 
this is the largest, and because 


exposure to 


Gano 


Letters are welcome. . 


Substitution 


To the Editor: An interesting ex- 
| perience recently has attracted my 
attention to an additional problem 
|of advertisers. 
| In one of the larger chain drug 
| stores I asked for a well known yeast 
tonic product only to have the clerk 
tell me that he had a similar item 
which was not only equally as good 
or better but also was priced much 
more reasonably since he claimed 
that the nationally advertised tablets 
sold for more in order to offset the 
highly expensive and not entirely 
necessary advertising. 

It certainly must be discouraging 
to a large company to produce a 
highly successful advertising cam- 
paign that brings the customer to the 
outlet, only to have the entire effort 
defeated at the point of sale because 
the would-be customer has to put up 
an argument to get what he wants. 

Of course, the substitute product 
was obviously one prepared by either 
the chain drug company or an asso- 
ciate manufacturer. 


Another Believes 


To the Editor: ApbvERTISING 
of May 16 quoted Russell Varney, 
bakery merchandising manager, 
Standard Brands, Inc., as_ saying, 
“Modern advertising techniques make 
the average company salesman an 
orphan he has a feeling that he 
is hanging onto a campaign instead. 
of a campaign supporting his efforts.” | 

Mr. Russell should’ be compli-| 
mented publicly for his remarks. The | 
average salesman is not in the pic- | 
ture. The company does not want 
him to waste time submitting ideas. 
Yet they harass him for degenerat- 
ing into a mere order taker. His 
company wonders why certain com-| 
petitors know the complete details of 
the advertising and sales plans be- 


Salesman Is Orphan 


AGE 


not just order takers, they were paid 
well and advertising expenses were 
not so great as they seem to be to- 


day. Salesmen used to do the sell- 
ing. 
I. L. BLACKWELL, 
Dayton, O. 
v v v 


U. S. Gypsum Going 
After Farm Markets 


To the Editor: You will be inter- 
ested in a piece, ‘When a Recession 
Brings Profit, That’s News,” being 
mailed this week to some 20,000 
building material dealers by our cli- 
ent, the United States Gypsum Com- 
pany. The story is that of an old 
product, Sheetrock, a Gypsum Board 
extensively used for remodeling, 
which has been on the market for 
some 25 years, but which recently 
has undergone a rather spectacular 
improvement. 
| Last fall USG engineers developed 
a new “kink” in the manufacture of 
Sheetrock. They called it Recessed 
Edge Sheetrock. By slightly depress- 
ing, or “recessing” the edges of the 
board, placing in the recess formed 
as two boards were nailed in place 
a specially developed cement having 


James R. LyTLe, . 
Chicago the same co-efficient of expansion as 
' the board, and covering it with a 
A sed newly developed fiber tape, called 


Perf-A-Tape, they were able to com- 
pletely conceal joints between boards. 
This produced a smooth wall area, 
ready for any sort of decorative 
treatment — removed that age-old 
bugaboo of wallboard construction, 
ithe presence of joints in the finished 
wall. 

According to Frank R. Babcock, 
advertising manager of United States 


With SHEETROCK - rice Fireproof wie 


HIS modern, fireproof material, 

SHEETROCK,’ comes in large. light. 
casy to-handle sheets that can be quickly 
nailed over cracked, damaged. or discol 
ored walls and ceilings. 

With the NEW RECESSED EDGE 
SHEETROCK and the PERF .A-TAPE* 
jomnt system you can completely conceal 

h, 


to receive any kind of decoration. 
SHEETROCK is easy to erect —cuts 
cleanly with « sharp knife of sew for 
fitteng snugly around openings. 
Farmers like SHEETROCK because 
it 1s fireproof —because with it they can 


cover the entire wall height from « 
to ceiling with @ single piece of bows 

SHEETROCK is easy to decep 
too. Its smooth surface and light inp, 
color make a fine background for pew 
calcumune, of wallpaper 

An attractive folder telling the om 
plete story of this low cost feepron 
modernizing material — SHEETROCK 
will help you plan modern and comumes: 
remodeling jobs. Send for today 


For Insulating: Dairy Berns,Poultry Houses 
and All Other Farm Buildings, Use 
WEATHER WOOD* Insulation Board 


4 your conven 


Large lightweight boards fo 
sence im hauling, handling and erecting 
Ask yout lumber dealer tor WEATHER 
WOOD when you need insulation 


USG Asphalt Red Tog? inn 
Roohng 

USG Asbestos Tee 4 
Cement Siding 


Roch lath* —Fire- 
proot Plaster t 
Base 


Red Top Gypsum Pia 
UNITED STATES Gypsum co” 
Chicage, Mien 
Please send me the new Sheetrock Patter | 
Name | 
Address | 
City | 


How U. S. Gypsum is talking to farmers 
in new campaign. 


Babcock’s feeling that the success of 


the new Recessed-Edge 


Sheetrock 


justified an extra sales punch at this 


time. 


Farm papers on the schedule are 


| ceeded those for the same period a 
year ago. 
sales of 
quarter of this year. 
reports of 
lines of business, and the below-nor- 
mal activity in building, it was Mr. 


| fore Mr. Average Salesman begins to 
show signs of life in cooperating. 
So-called advertising 
could answer that one easily. 
love to copy ideas. Their statistical 
sharks call it “following and taking 
advantage of the trend.” 
just an orphan-—-he is 


the illegiti- 


He is not| 


| 
| 
specialists 

They | 


| 
| 
| 


;mate offspring of the company, dis- | 


;}owned by everyone, if his superiors’ 
sweet dreams of profit fail to 
terialize. He is penalized at every 
turn, regardless of degree of effort 
}and success of the campaign. Mr. 
Varney’s remarks, coupled with quo- 


Than One,” written by 
Littel in the May issue of the Read- 
er’s Digest should be 
capital letters and mailed to every 
advertising and sales manager in the 
country. 

Both articles offer a perfect pic- 
ture of what can be wrong today 
| when a company’s investment in ad- 
| vertising on a national scale fails to 
| return a satisfactory profit. More ar- 
| ticles and interviews on this subject 
| might start a new “trend of thought” 


7. 
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Min 
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tations from “Forty Heads Are Bet-| 
Robert 


printed with | 


Gypsum Company, sales of Recessed- 
Edge Sheetrock and Perf-A-Tape for 


Farm 


New England 


first quarter of 1938 have ex- 
They have also topped the 
plain Sheetrock the first 
Considering the 


declining sales in many 


New Yorker, 
and The Farmer. 


and Ranch, Florida Grower, 
Hoard’s Dairyman, Montana Farmer, 
Homestead, 
Northwest Farm Trio, Pacific Rural 
Press, Pennsylvania Farmer, Poultr 
Tribune, Progressive Farmer, Rural 
Successful 


D. R. Coins, 
The Buchen Company, Chicago. 


FORT WORTH MARKET 


at a LOWEB COST than 
any other Radio Station! 


MEMBER MUTUAL BROADCASTING SYSTEM 


TARRANT BROADCASTING CO. 


Studios and Offices in the Hotel Texas 


FORT WORTH, TEXAS 
RAYMOND BUCK 


President 


SAM H. BENNETT 


General Manager 


National Representatives New York 


FREE & PETERS, INC. 


San Francisco 


Detroit Chicag° 
Los Angeles Atlent# 
_— | 


Pacific 


Farming 
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CANDY QUEEN 


Julia Stevens 


Give Ironclad 
Guarantee of 


Candy Quality 


Chicago, May 26.—A signed guar- 
antee that Stevens’ Candy Kitchens 
uses only the purest ingredients, 
some of which are identified, in its 
candy, will feature a newspaper and 
direct mail campaign shortly to be 
released for Sweet Toots and Choco- 
late Dot, its leading brands. 

The guarantee bearing the signa- 
ture of Julia C. Stevens, head of the 
business, and inserted in each box, | 
reads as follows: 

“I fully guarantee that my candies 
are made of the purest cane sugar, 
clear strained honey, Hershey’s and | 
Walter Baker’s finest chocolate, 
rich, fresh cream and milk, Bor- 
den’s Fox Meadow butter, the finest 
selection of nuts and fruits, and the 
best and most expensive flavorings 
on the market. 


“Or Your Money Back” 

“These choice ingredients are | 
blended and cooked by skilled | 
candy makers, carefully taught by | 
myself, using my own recipes, and | 
produced under my personal super- | 
vision—really home made. Every | 
piece hand-rolled and hand-dipped. | 
They are as pure and wholesome as | 
candy can be made. 

“Your money back if you do not | 
agree.” 

Mrs. that in-| 
formative labels are as logical for | 
candy as for canned foods and other | 
products, and she is acting accord- | 
ingly. . 

The candy queen started a small | 
candy shop in Chicago 16 years ago, 
and gradually expanded until she 
operates 15 here, with a large part 
of the output also sold through dis- | 
tributors and direct to consumers. | 
She was elected second vice-presi- 
dent, Women’s Advertising Club of 


Chicago, at the annual meeting last 
week. 


Stevens believes 


. . 
Retains Harrison 

McGreevy, Werring & Howell Com- 
pany, New York, has retained Lester 
Harrison Associates, Inc., to work 
With its sales promotion department. 
The agency will prepare retail ad- 
vertising and syndicated features for 
member stores and assist in the pro- 
motion of Elynor Fashions. 


Del Monte Tuna Bows 
California Packing Corporation, 
~~ Francisco, will introduce Del 
Monte tuna in July with insertions 
iN Anerican Home, Better Homes & 


Gardens, Ladies’ Home Journal, 
Wonan's Home Companion and in 
srocery publications. 


Thomas prey . a <. 


Charles J. Thomas, formerly sec- 
'elary-manager, Cleveland Engineer- 
ng Society, has been appointed 
‘sistant director of the trade ex- 
Pasion program of the Cleveland 


ae ad of Commerce, effective 
une : 


Jennings Changes 


we wight Jennings has joined Cecil, 
ee & Legler, New York, as ac- 
rs im executive. He was formerly 
i Blackett-Sample-Hummert, Inc. 


° “ 

Stein to “Newsweek” 
ag thur Stein has joined Newsweek | 
. promotion manager. He was for- | 

‘rly with Parents’ Magazine. 


WBBM and KOIN Get 
McNinch Mail Award 


Station WBBM, Chicago key sta- 
tion of CBS, has been named recip- 
ient of the first Frank R. McNinch 
award. The’ silver plaque was 
awarded by the FCC chairman in co- 
operation with the Post Office depart- 
ment to the station most effectively 
promoting National Air Mail Week. 

WBBM’s award was made in the 
“over 5,000 watts” class. KOIN, 
Portland, Oreg., was first in the 1,000- 
5,000 watts class and WORL, Boston, 
in less than 1,000 watts. 


Baker Resigns 
Harold Baker has resigned as ad- 
vertising manager of Miller & 
Rhoads Department Store, Rich- 
mond, Va. 


Detailed survey on request 


|Need of Homes 
Is Challenge 
to Marketers 


St. Louis, May 23.—Few previous 
opportunities in industrial history 
can compare with that offered Ameri- 
can business in meeting the pressing 
demand for homes, Dr. A. A. Bates, 
manager of the chemical and metal- 
lurgical division of Westinghouse 
Electric & Mfg. Company, East 
Pittsburgh, Pa., told the 23rd annual 
convention of the National Associa- 
tion of Purchasing Agents at the 
Hotel Jefferson today. 


Speaking on “The Effect on Busi- 
ness of Recent Developments in 
Metallurgical and Mechanical Re- 
search,” Dr. Bates said that develop- 
ment of methods for continuous roll- 
ing of sheet steel combined with 
cheap, effective welding practices 
now in use, have made feasible the 
quantity production of low-cost but 
fully modernized homes which are 
needed by 75 per cent of the families 
of the country. 


To Re-house America 


“I do not believe that we are com- 
ing to the age of the all-steel house,” 
he said, “but it appears intelligent to 
presume that the building industry 
will take equal advantage of the 


| 
| 
| 
| 
| 


= 


materials now available and will 
combine these with steel to re-house 
America, 

“Before many more years most of 
you will be engaged in purchasing 
materials destined primarily for the 
production and furnishing of homes.” 

Experiments Conducted 

Promising experiments in the pro- 
duction of a synthetic fibre which 
surpasses natural silk in such elusive 
properties as elasticity, elongation 
and strength are being conducted in 
one laboratory as the chemical indus- 
try continues its quest for materials 
which will help industry produce 
cheaper and better products, Dr. Har- 
rison E. Howe, editor of Jndustrial 
and Engineering Chemistry, Wash- 


greatly improved ceramic and plastic | ington, D. C., told the convention. 


...because the news is important to them. 
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The Philadelphia radio station occupied 
its new $600,000 seven-story home 
May 22. 


INITIAL LABEL 
EXPOSITION IS 
STAGED BY AFL 


Cincinnati, May 24.—Attendance 
at the first Union Label and Indus- 
trial Exposition held at Music Hall 
last week under auspices of the 
American Federation of Labor aver- 
aged 20,000 daily, according to 
union officials. Admission was by 
ticket, but union members were well 
supplied. 

I. M. Ornburn, secretary, Union 
Label Trades Department, was in 
charge of the exposition, and pub- 


licity was handled by Adolph O. 
Goodwin, formerly head of the 
100dwin Corporation, Chicago. Mr. 


Goodwin now adorns the public re- 
lations field. 

“The purpose of the exhibition,” 
said Mr. Goodwin, “was to bring 
delegates from the market repre- 
sented by AFL members and their 
families to a given point, where 
they might see and identify the 
brand names of products of the thou- 
sands of plants which employ AFL 
membership. 

“Proving that the representatives 
of this important market are inter- 
ested in knowing the brands and 
service names of unionized indus- 
tries, every past attendance record 
at the famous old Music Hall was 
broken. Doors had to be locked at 
9 o'clock Wednesday night to hold 
back the throngs.” 


Radio Stars Entertain 


Many participating manufacturers 
sent to Cincinnati all or part of the 
personnel of their radio programs to 
assist in entertaining the crowds at- 
tending the union label show. 
American Federation of Labor 
actors also participated. 

Among brands and 
displayed were those 
Company, Schlitz Brewing Com- 
pany, Axton-Fisher Tobacco Com- 
pany, Crosley Radio Corporation, 
Carnation Company, Brown & Wil- 
liamson Tobacco Corporation, Gen- 
eral Mills, Standard Brands, Pills- 
bury Flour Mills Company, Crown 
Manufacturing Company, Estate 
Stove Company, Cary Roofing Com- 
pany, Nash-Kelvinator Corporation, 
Greyhound Lines and American 
Association of Railroads. f 

Unions affiliated with AFL did not 
lose the opportunity to display their 


trade-marks 
of Kellogg 


wares. Pottery workers, bottle 
blowers, printers and many others 
were well represented, the honors 


being carried away, however, by the 
Bakery and Confectionery Workers’ 
Union, which produced gorgeous 
wedding cakes and other confec- 
tions before the eyes of the throngs. 


Introduces Balm 


Health-O-Products Company, Cin- 
cinnati, has introduced a greaseless 
foot balm formulated to relieve sum- 
mer foot sufferers. Newspapers are 
being used. Curtis W. Van de Mark, 
Inc., Cincinnati, is the agency. 


Johnson & Johnson 


Elevates Officers 
Robert Wood Johnson has been 
named chairman of Johnson & John- 
son, New York, Arthur R. Clapham 
succeeding him as president. 
Mr. Clapham, who has been vice- 
president and general sales manager, 
is succeeded by Arthur B. Hill, pre- 
viously vice-president in charge of 
field sales. H. J. Henry, director of 
the Tek Tooth Brush Division, has 
been appointed director of merchan- 
dising. 
Croydon Gets Two 
Croydon Advertising Agency, Inc., 
New York, has been named to direct 
the advertising of Fownes Brothers 
& Co., gloves, and Mallory Sports- 
wear Corporation, New York. 


Woo Quality 
Goggle Market 


in Magazines 


New York, May 24.—Joining the 
ranks of national advertisers for the 
first time in its 65-year history, 
American Spectacle Company has 
scheduled summer promotion for its 
“Azurine” goggles in five national 
magazines. 

Azurine goggles were introduced 
last year when an extensive cam- 
paign in trade papers was utilized to 
gain national distribution. That end 
having been attained, consumer copy 


will be used this summer to popular- 
ize these patented sun glasses. 

Small copy to appear in Collier’s, 
Esquire, Life, Look, and The Satur- 
day Evening Post, will emphasize 
that Azurine goggles are made by a 
scientific, patented process and are 
not to be confused with “cheap, in- 
ferior sun glasses containing ordi- 
nary colored glass.” A carrying case 
and cleaner are given free with each 
sale at from 59 cents to $3. The com- 
pany surveyed the goggle market to 
find it flooded with Japanese and do- 
mestic products selling to retailers 
for as little as 60 cents a dozen. 

The company is currently conduct- 
ing a contest among dealers to pro- 
mote the Azurine line. First prize is 
a Ford car, and 145 other merchan- 


— 


dise prizes are offered. Contestants 
are asked to choose which of eight 
listed features of the product ang 
its promotion is most important to 
dealers, and to explain the choice jp 
50 words or less. The contest cloges 
June 30. 
Promotion for Moto-Glas 

The company is also planning pro. 
motion of the newest addition to its 
line, Moto-Glas automobile goggles 
One test insertion ran in Esquire for 
May, but further consumer promo. 
tion will probably await more cop. 
plete distribution. These goggles 
feature a new type of patented lenges 
said to banish headlight glare. They 
are currently being advertised jp 
trade publications. Edwin M. Pj). 
lips & Co. is the agency. 


Don't fool yourself about Mr. Roosevelt's party 


¢ Peeking into next month’s ForTUNE Quarterly 
Survey, we show you what the man on the street now 
thinks of Roosevelt . . . and what he says in answer to 
the question “Should Congress work more closely with 
the President” . . . well, we'll let you be surprised. In 
this article FoRTUNE chances some political predic- 
tions, names names, and dishes up some Washington 
undercover news that may surprise you. (SEE MR. 
ROOSEVELT’S PARTY...FORTUNE for JUNE... page 81) 


Business hands government an ace — of clubs 


e Analyzing the transition of Government from 
business policemanship to business management, this 
month’s FoRTUNE reveals the only true course open if 
our capitalist economy is to survive. (See page 51) 


S THAT CRAZY USED CAR BUSINESS THE AUTO INDUSTRY'S VILLAIN’ OR HERO? 


¢ You made $57 last year—and the dealer lost 
that—when you traded your old car for a new one. 
Why? Is the new car dealer a dope at trading, as the 
used car specialist says? Or what is the answer? 

And why does the Automobile Manufacturers 
Association figure that if “the practise of handing 
down used cars to second, third, and fourth owners 
were abolished, the automotive industry would 
shrink to about one-third its present size”’? 

Here’s a crazy business, half as big as the new 
car business itself, that has dealers screaming with 
pain, and Detroit looking for the remedy. (See THE 
USED CAR... FORTUNE for JUNE... page 39) 


Hudson Bay Mining: a detective story 


In 1914, a prospector stumbled across yellow glint: 
ing rock assaying a dozen metals in hopeless co™ 
fusion. Here is the story of 16 years work, scientific 
sleuthing in the laboratories, and $27,500,000 1 
venturesome capital that finally paid dividends. (See 
ForTUNE for JUNE... page 53) 
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ADVERTISING AGE 


—— 


Roper Urges 
Exporters to 
Visit Buyers 


St. Louis, May 24.—“Arm chair 
exporters” were sharply criticised by 
Daniel C. Roper, Secretary of Com- 
merce, in addresses here yesterday 
to the National Association of Pur- 
chasing Agents and the Foreign 
Trade Conference held under aus- 
pices of the Chamber of Commerce. 

American exporters should visit 
the countries to which they wish to 
sell, said the secretary. 

“For many years I have advocated 


visiting as an aid to business,” he 
said. “A business man who visits an- 
other who is working under different 
conditions learns how to deal with 
that man. Understanding the other 
fellow’s problems is half the battle.” 

Mr. Roper eulogized the reciprocal 
trade treaties sponsored by the ad- 
ministration and called the results 
distinctly gratifying. 

“The fact is that the United States 
has made larger gains in foreign 
trade since the low point of the de- 
pression than any other nation,” said 
the secretary. 

To that group of 16 countries 
which reduced or stabilized their tar- 
iffs or other trade barriers on Amer- 
ican products through reciprocal 
agreements, our exports for the sec- 


ond successive year have shown a 
constantly greater rate of growth 
than to the non-agreement countries 
as a whole. Exports to the former 
have gained 42 per cent and to the 
latter, only 26 per cent.” 


Sylvester to “Forbes” 


Elmer L. Sylvester has been named 
Midwestern advertising manager of 
Forbes Magazine at Detroit. He was 
formerly with Nash-Kelvinator Cor- 
poration. 


Sayres Changes 
Ralph Sayres has joined the sales 
staff of Associated Recorded Program 
Service, New York. 
merly sales manager of Station KYW, 
Philadelphia. 


He was for- 


Buys Liquor Papers 

William Margolis has purchased a 
group of liquor publications from At- 
las Publishing Company, New York. 
The sale involves the American Wine 
¢é Liquor Journal, Wine & Liquor Re- 
tailer, and Red Book Directory of the 
Liquor Trades. Mr. Margolis has 
been general manager for these pub- 
lications. 


Gets Patent Fuels 


Patent Fuels and Color Corpora- 
tion, Cincinnati, has appointed Kim- 
ball, Hubbard & Powel, Inc., New 
York to direct advertising of Polar- 
ized Gasoline. An introductory cam- 
paign in cooperation with Hall-Rat- 
termann Oil Company, Cincinnati, 
will be gradually expanded to a na- 
tional basis. 


—_— 


Introducing Robert (0r-!'ll-Resign) Moses 


* Meet the man who has spent $522,000,000 in 
public money, and actually delighted the voters . . . 
the man-who-gets-everything-done from the gaily 
painted peanut cart in Central Park’s new zoo, to 
building New York’s new Triborough Bridge . . . the 
man responsible for transforming 1,174 acres of 
dump and swamp into the World’s Fair site. 

This month Fortune presents a portrait of that 
rare flower, an honest politician who demands his 
Own sweet way—and gets it. (See ROBERT [OR-I’LL- 
RESIGN ] MOSES... FORTUNE for JUNE... page 71) 


NEXT MONTH: South America IV: Argentina . . . To- 
morrow’s Airplanes .. . Willys-Overland . . . For- 
TUNE Quarterly Survey: XIII... 
:+. Deepest Oil Well... County Agricultural Agent. 


. Continental Baking 


BALLANTINE'S THREE RING CIRCUS S.R.0. 


¢ The owners never ran a brewery before, they were 
engineers . . . they decided not to plug beer, but light 
ale... they didn’t advertise flavor, they dramatized a 
trademark . . . and now they aren’t losing money like 
most, they are making money—in quantity. 
Of all the perversely successful businesses here is 
certainly one. Just how Mr. Carl converted his 
$16,000,000 volume last year into a profit of 
$1,100,000 while many another brewer lost money or 
made only slim returns is worth examining. (See BAL- 
LANTINE’S ALE... FORTUNE for JUNE... page 64) 


ind landings to boost. airline traffic? 


¢ Why do airline presidents claim there will be as 
much as 500% passenger increase when planes in the 
future will all make “instrument landings”? Here is 
a description of how the different blind landing meth- 
ods work, what’s holding up their adoption, and why 
the airlines hope some such system will come soon. 
(See UNDER THE WEATHER . . . FORTUNE page 62) 


What's holding up the building boom? 


¢ You say plumbers and carpenters get too much 
money? That’s the trouble? You forgot to mention the 
multiple rackets, embezzlements, phoney “‘strike insur- 
ance”, acid throwing. Even then you haven’t hit the 
biggest trouble. Here ForTUNE shows you the aston- 
ishing spectacle of thirty of forty unions battling each 
other over a typical job, and what that does to building 
costs. You'll marvel buildings get built at all in this 
archaic industry. (See THE TROUBLE WITH BUILDING 
is... FORTUNE for JUNE... page 46) 


IT’S SPECIALLY FINE 
IN SUMMERTIME! 
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PASSPORT FOR 
HOSPITALITY IS 
TOURIST MAGNET 


1938 Pennsylvania Campaign 
Gets Under Way 


Pittsburgh, May 26.—Financed by 
a $500,000 appropriation provided by 
the state legislature in 1937, the 
Pennsylvania State Publicity Com- 
mission this week opened an aggres- 
sive bid for tourist travel with adver- 
tising in magazines and newspapers, 
to be supplemented later by radio. A 
host of other advertising helps is be 
ing provided, one which has been 
found especially effective being a 
Pennsylvania Hospitality Passport. 

This consists of a card bearing the 
signature of Gov. George H. Earle, 
and apprising all and sundry that 
“the bearer is a traveler within our 
borders, come to enjoy the scenic and 
historic delights of a state that is 
also famed for its fine roads, fine 
food and friendliness. Kindly extend 
every courtesy.” 


Welcome from Governor 


The reverse side, which carries a 
bearer’s identification, also bears a 
word of warning from the State Pub- 
licity Commission, to this effect: 

“We have provided our guests with 
30,000 miles of fine highways and 
beautiful by-ways—-with excellent 
motor police service. We ask only 
observance of our speed laws and 
forest fire laws, and that you respect 
the safety of all travelers and drive 
carefully—always.” 

Copy will run through the summer 
in Christian Science Monitor, Col- 
lier’s, Hunting and Fishing, Liberty, 
Life, National Geographic, Saturday 
Evening Post and Time, in addition 
to publications for outdoor lovers, 
school teachers and motor club mem- 
bers. Couponed advertisements are 
also being used in The American 
Weekly, soliciting inquiries for a 
state map in color and a touring 
guide book, as well as the Hospi- 
tality Passport. 

Several broadcasts are planned 
over the Columbia Broadcasting Sys- 
tem, two in June being devoted to 
the 75th anniversary of the Battle 
of Gettysburg and the anniversary 
of Valley Forge. 

The Commission has also com- 
pleted a motion picture in color, with 
Ford Bond as narrator, which is 
being made available to travel 
groups, automobile clubs, civic or- 
ganizations and others. Walker & 
Downing, Pittsburgh agency, is in 
charge, William S. Walker being ac- 
count executive. 


Gets B-ettes Account 


B-ettes Company, Inec., DuBois, 
Pa., manufacturer of a_ sanitary 
tampon, has placed its advertising 
account with Mackay-Spaulding Com- 
pany, New York. A campaign in 
newspapers will be released shortly, 
and as merchandising plans are de 
veloped magazines will be used. 
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ADVERTISING AGE 


May 30, 1938 


GET READY FOR 
ADVERTISING OF 
NEXT CONFLICT 


New York, May 24.—When the 
bugle sounds the call to arms for 
the next war, Americans will be 
whipped up into an emotional frenzy 
by the same advertising techniques 
now used successfully in product 
merchandising, it was predicted 
today by a group of seasoned adver- 
tising men who divorced themselves 
from the realities by which they 
make their living to delve into the 
grim fantasy of the coming conflict. 

The picture of what may be ex- 
pected in the future appears in the 
June issue of Scribner’s, under the 
sponsorship of Ted Patrick, copy- 
writer for Young & Rubicam; J. M. 
Anthony, cartoonist; Anton Bruehl, 
photographic illustrator; Pagano 
Studios, also well known advertising 
photographers; Trignon Studio, 
hand-lettering experts; Albert Dorne, 
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Eastern Builder Features | 
Standard Material in Hoses 


Oa Mowe sa toe 


wm UPN OIST tears Paw Cay ta testrnte Se te 
tee he 


~ 


Sige Cnatean Chosen 


PRACTICAL BUILDER'S 70,000 building 
contractor readers provide manufacturers 
most direct method of contact at lowest 
cost with largest bona fide list. (Adver- 
tisement). 


artist; and Herman Giesen, crack 


“picture-sequence” specialist. 
Next War in 1943? 


Pointing out that the longest the 
United States has ever been at peace 
is 33 years and that the average 
“breathing spell” between our wars 
is 25 years, which would point to 
1943 as the date of our next con- 
flict, Mr. Patrick asserted that ‘“ad- 
vertising men will be asked to pre- 
pare advertisements selling war 
bonds; whipping up enthusiasm for 
meatless, heatless, wheatless, gasless 
and whatnot days; and calling for 
volunteers.” The presentation of ad- 
vertising tomorrow's war is not “a 
bit of  tongue-in-cheekiness,” he 
added, “but a serious effort by ex- 
perienced advertising men to _ pre- 
pare exactly the kind of advertising 
we would if the government were 
to ask for it today.” 

The “preview” begins with a full- 
page reproduction of an imaginary 
issue of the New York Daily News 
with bold black type proclaiming: 
“U. S. IN WAR!” From that point 
on the advertising men offer layouts 
and copy demonstrating the _ illus- 
trated letter technique; the popular 
picture sequence device commonly 
employed by national merchandis- 
ers; and full-page layouts with paint- 
ings and composite photographs com- 
bined with brief, pithy copy. The 
“only touch of realism” avoided, 
according to Mr. Patrick, is “that of 
naming any particular nation as the 
enemy.” 


New England Dailies 


Name Jewell Leader 


Edmund F. Jewell, Union-Leader, 
Manchester, N. H., has been elected 
president of New England Daily 
Newspaper Association. George B. 
Utter, Sun, Westerly, R. 1., is vice- 
president; Stanley T. Black, Times, 
Pawtucket, R. I., secretary, 
Charles L. Fuller, Enterprise, Brock- 
ton, Mass., treasurer. 

Frank E. Phillips was 
manager. 


re-elected 


Judson Vice-President 


John B. Judson, whose resignation 
as chief executive officer of New 
York State Liquor Authority becomes 
effective June 1, has been appointed 
vice-president of Consolidated Litho- 
graphing Corporation, Brooklyn, and 
its subsidiary, Consolidated Decal- 
comania Corporation, Jamaica, N. Y., 
J. A. Voice, president, announced. 


His headquarters will be in the Em- 
pire State bldg., New York. 


and | 


YOU BET! THAT 
PAPER IS ALIVE, 
AND SO ARE 
ITS READERS 
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THE FUTURE? 
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Lohr Defends Social 
Aspects of Advertising 


Dallas, May 24.—Elimination of 
advertising would turn us socially 
and economically back to the dark 
ages, Major Lenox R. Lohr, presi- 
dent, National Broadcasting Com- 
pany, declared here last week in an 
address to the National Federation 
of Sales Executives on “The Social 
Aspect of Advertising.” Another to 
accent the same view was Gradwell 
L. Sears, president and _ general 
sales manager, Warner First Na- 
tional Pictures. 

Major Lohr’s case for advertising 
as a material factor in breaking 
down social barriers, teaching 
easier Ways of working, faster meth- 
ods of transportation and opening 
up new avenues to enjoyment, also 
included a blunt refutation of the 
charge that it has “oversold” the 
average consumer. 


Consumer Not Oversoid 


“Critics have charged that adver- 
tising presents too alluringly the 
new car, the new refrigerator and 
the new porch furniture,” he com- 
mented, “and that it leads people 
into buying that which they do not 
need and sometimes cannot afford. 

“Well, we do not need the foun- 
tain in the public square, the rose 
bush in the garden or the diamond 
engagement ring, but they do enrich 
our lives, stir our imagination and 
make our world a more. pleasant 
place in which to live.” 

There is nothing “reprehensible, 
Major Lohr declared, in working 
harder to pay for a new rug or cof- 
fee percolator. “The average Amer- 
ican citizen can, I think, be en- 
trusted to make up his mind for 
himself what he can or cannot af- 
ford to buy.” 

Another social aspect of advertis- 
ing is the influence exerted upon 
consumers by the media supported 
by advertising. Advertising, he 
said, not only brings worthwhile 
products to consumer attention, 
thus increasing sales, permitting 
quantity production and consequent 
lower prices, but also provides in- 


” 


direct support for “editorial” fea- 
tures. 
As an example of this, he said 


that only 30 per cent of NBC’s pro- 
grams last year were commercially 
sponsored. The other 70 per cent, 


he asserted, included many sustain- 
ing shows held to exert a profound 


social effect their listeners. 


upon 


This same is true of magazines and 
newspapers, he asserted. 


Vulgarity Nears End 


Misleading and vulgar advertis- 
ing, he declared, is rapidly digging 
its own grave, and “those of us who 
have some measure of control over 
advertising are hastening the proc- 
ess. Not because we are so right- 
eous-minded but because we know 
the injury that such advertising 
does all honest business.” 

Visual portrayal of the standard 
of living brought to Americans by 
advertising has found its broadest 
canvas in the motion picture, Mr. 
Sears emphasized in an address 
titled “Changing Buying Habits 
Through Motion Pictures.” 

The motion picture has “sold” 
this standard of living, he asserted, 
and has done much toward banish- 
ing illiteracy. 


IGA Plans National 
Food Sale June 10 


Independent Grocers’ Alliance of 
America will launch a coast-to-coast 
sale of ready-to-serve foods June 10, 
with the biggest sales contest in its 
history. 

A total of 324 prizes aggregating 
$17,436 will be awarded to _ store 
owners establishing the best records 
during the sale, which will close 
July 7. 


Agency for Lloyd 

Lloyd Mfg. Company, Menominee, 
Mich., division of Heywood-Wakefield 
Company, Gardner, Mass., has ap- 
pointed Hoffman & York, Milwaukee, 
to handle its account. Lloyd manu- 
factures chromium steel furniture, 
metal porch furniture and baby car- 
riages. Business papers and direct 
mail will be used 


Rejoins Wallace 


Pat J. Sullivan, formerly with 
Ryan & Sullivan, has rejoined Wal- 


lace & Associates, Inc., New York, as | 


sales manager. Boston Post and 
Syracuse Post-Standard have ap- 
pointed Wallace & Associates their 
retail advertising representative. 


Agency for GC oodman 


Goodman Furniture Company, Jer- 
sey City, N. J.. has appointed 


Dundes & Frank, Inc., New York, to | 
New York 


direct its advertising. 


and New Jersey newspapers will be | 
used. 


MOTHER'S DAY 
T00 COMMERCIAL 
VIEW OF CHURCR 


Chicago, May 26.—Will advertising 

men be obliged to change their copy 
in future promotion of Mother’s pay 
as a result of a protest against its 
commercialization registered by th. 
Federal Council of Churches of Chrig 
in America? 
That question was faced by many 
church-going merchandisers wh» 
heard clergymen read a communic. 
tion in which the recommendatio, 
was made that Mother’s Day » 
changed to a “Festival of the Chris 
tian Home.” The Federal Counej] x 
Churches officially represents aboy 
30 denominations in the United States 
with approximately 20,000,000 com. 
municants. 

“Mother’s Day has had a valuable 
place, although it has tended towarg 
sentimentality and has been unduly 
commercialized,” said the bulletin, 
which recommended that “Mother's 
Day be celebrated as the festival of 
the Christian Home since the great. 
est concern of mothers and fathers 
is for the home itself. We are conf. 
dent that the Mother’s Day idea wij 
reinforce the conviction that all mat. 
ters pertaining to family well-being 
should receive attention. In a spirit 
of solicitude for all homes we offer a 
copy of ‘A Prayer for the Festival of 
the Christian Home’.” 


Churchmen Are Divided 


Whether clergymen will respond to 
the elimination of the observance of 
Mother’s Day as such is questionable 
Clergymen interviewed by Apvenrtis- 
ING AGE were divided in their opin- 
ions. 

A survey of 30 churches which had 
published advance announcements in 
the local newspaper showed that 23 
of them advertised the observance of 
Mother’s Day with the titles of the 
sermons of the clergymen. The same 
issue of the newspaper carried dis 
play advertisements of florists, candy 
stores, department stores, and of the 
telephone company. 

Mother’s Day originated in 1912, its 
observance beginning by wearing 
carnations in remembrance of the 
mothers who had passed on. Subse 
quently, sentiment spread to the 
point where the United States Con- 
gress designated the second Sunday 
of each May as Mother’s Day. 


Distributes Packard 

Roto-Shavers, Inc., in addition t0 
awarding a manufacturing contract 
to Dictograph Products Company, 
Inc., (ApvertistnG AGE, May 16), has 
appointed Progress Corporation, NeW 
York, as distributor of the Packard 
Roto-Shaver, according to F. E. Mos 
kovics, president of Roto-Shaver. 
Magazine and newspaper advertising 
will be released early in September. 
Cowan & Van Leer, Inc., New York, 
is the agency. 
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ondly, information will be sought on| with the sales story is advertising| simple people, get places because| J'9 Spend $12,000,000 


FOR BRIDES TOO 


Two and three-sheet posters which will 
take official cognizance of the arrival | 


of June. Forbes Lithograph Company 
created and sles the hamauel 


HOLDSCONSUMER 
FINAL JUDGE ON 
FAIR TRADE LAW 


Dallas, May 24.—Predicting that | 
consumer reaction would be a de-| 
ciding factor in the ultimate suc: | 
cess of fair trade tye bg legis- | 
lation, A. H. Martin, , director of | 
the WPA Bias pf survey, | 
indicated here Friday to the Na- 


Federation of Sales Execu- | 
that advertising columns, |} 

than courtrooms, might pro- | 
the real arena for this conflict. | 
Outlining plans for this survey in | 


tional 
tives 
rather 


vide 


address 


an on “Laws to Help or) 
Hinder?” Mr. Martin shared the 
program with experts from varied | 


fields. Among them were F. B. Heit- 
kamp. vice-president, American 
Type Founders Sales Corporation, | 
Elizabeth, N. J., Elmer Wheeler. 
president, Tested Selling Institute, 
New York, and E. C. Wolcott, gen- | 
eral sales manager, Blue Valley | 


Creamery, Chicago. 


Battle for Sentiment 


Terming consumer attitudes to- 
ward fair trade laws and similar 
legislation a problem of major inter- 
est. Mr. Martin. said, “There 
been vigorous efforts by op- 
of these laws to convince 
consumer that he is being hurt 
by their operation. There have also 
been equally vigorous efforts by the | 
Proponents to convince the con- | 
Sumer that he is being helped. 

“From this point of view the suc- 
cess or failure of such laws as the | 
fair trade acts will depend in large | 
measure upon the consumer's ac- 

or rejection. If consumers | 
they will prove no more ef- 
than was prohibition.” 

Present consumer reaction to the. 
laws, Mr. Martin said, is one of the | 

points set up for the survey | 
in progress. Other questions 
“toremost importance,” he said, 
are the effect of fair trade legisla- 
tion on prices, price terms and mer- 
chandising policies, the sale of dis- 
‘ibutors’ and national brands, and | 
“ed eat to which anti-discrimina- | 
“On laws have really reduced priee | 


have 
ponents 
the 


ceptance 
Oppose, 


fectiy a 


Major 
how 
of 


discrimination. 

Mr. Martin also said that the sur- | 
il Will delve into the effect of | 
a se 


laws upon volume of different 
lines of industry. : 

Information, he said, will be 
seine ed first through a field survey 
zi different types of retail stores in | 
isc ving localities and of consumer | 
“itiment in these localities. Sec-| 


wholesale price and discount struc- 
tures and sales volume of manufac- 
turer and distributor brands. 

Information will be sought and 
presented impartially, Mr. Martin 
said. “We are interested merely in 
gathering the facts and presenting 
them as such. We have no axe to 
grind and no thesis to prove,” he 
declared. 

Mr. Heitkamp, whose subject was 
“What Should a Salesman Have Be- 
sides Training, a Grin and an Ex- 
pense Account?” emphasized the ad- 
vertising manager’s function in set- 
ting the pace for the sales story. 


Find New Ideas 


“He should be constantly finding 
new ideas and new ways of telling 
the story. These ideas should be 
harmonized and synchronized with 
the sales manager’s activity and 
with the entire sales effort in the 
field. 

“Advertising that does not key in 


very much wasted.” 

Mr. Heitkamp advocated stand- 
ardized sales presentations, al- 
though he warned that many such 
presentations err in being obviously 
“canned” talks. 

“A standardized presentation,” he 
commented, “must allow for digres- 
sions and arguments. Perhaps the 
ideal presentation would be one 
built up for each salesman’s person- 
ality, based on a standard presen- 
tation.” 

Visual presentations, he added, 
have a major advantage in helping 
the salesman to control and direct 
interviews and in clarifying ex- 
planations. 

Mr. Wheeler, well-known as the 
exponent of “tested selling sen- 
tences,” stressed the added impetus 
given retail sales by the use of 
phrases carefully selected to create 
the best consumer reaction, rather 
than haphazard “sales talks.” 

“Simple sentences,” he said, 


“like 


they will do two things. They first 
tell the customer a benefit he will 
get and, secondly, give dramatic 
proof of that benefit.” 

Close contact with the masses 
from which their customers are 
drawn was set forth as an essential 
duty for sales managers by Mr. 
Wolcott. Sales managers must be 
as cognizant as their salesmen of 
conditions in the field to gain maxi- 
mum effectiveness in selling that 
field, he asserted. 


Must Be Informed 


“T am in a rut when my sales 
force knows more of what people 


are thinking that I do,” he com- 
mented. “Street-car conductors, 
teachers, truck drivers, policemen, 


small store buyers and students all 
know a great deal about life and 
what is going on. 

“You cannot know them or have 
them ‘tell you’ if you are an ‘ice- 


berg.’ ”’ 


for Westinghouse Plants 


Westinghouse Electric & Mfg. Com- 
pany, Pittsburgh, will spend $12,000,- 
000 for plant improvements during 
1938, A. W. Robertson, chairman of 
the board, announced. 

More than half the appropriation 
will be spent in Pennsylvania, mostly 
in the Pittsburgh area. About §$2,- 
000,000 will be spent in the New 
England area; $1,500,000 in New Jer- 
sey; $600,000 in Ohio; $200,000 in 
Maryland and the remainder 
throughout the rest of the country. 


Webster Gets Title 


Forrest U. Webster, who joined 
Union Metal Mfg. Company, Canton, 
O., in April, has been named man- 
ager of sales development. 


“Times” Increases Size 


Effective June 1, the Times, 
Shreveport, La., will lengthen its col- 
umns from 294 to 301 lines, making 
page size 2,408 instead of 2.352 lines. 


IS THE 


BASE 


OF THE JOB 


.and when your printing budget is limited, remember 


CHAMPLAIN Super Calendered for good halftone reproduc- 
tion on modern presses. CHAMPLAIN Super Calendered book 


paper is particularly adapted to the economical production 


of folders, broadsides, catalogs, house organs and booklets. 


Specify it on your next halftone printing job—you'll like its 


smooth, glossy surface, its excellent folding qualities, its fine 


appearance and weight-saving advantages for mail litera- 


ture. 


thru leading paper merchants. 


Available nationally in bright white and India tint 


An interesting, educational demonstra- 


tion broadside on halftone printing will 


be sent you on request. Write today. 


Please Address All Requests to Sales Department E 


INTERNATIONAL PAPER 


COMPANY 


220 East 42nd Street, New York, N. Y. 
Branch Offices: BOSTON +* CHICAGO + CLEVELAND 
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May 30, 1938 


Earnings of 
Advertisers 


Standard Oil (New Jersey) 

For the year ended Dec. 31, 1937, 
net profit was $147,993,147, compared 
with $97,774,583 in 1936, an increase 
of 51 per cent. President W. S. Far- 
ish said that sales abroad showed im- 
provement over 1936 in both volume 
and earnings. “Conditions,” he said, 
“were artificially stimulated by the 
heavy rearmament programs, and the 
demand for petroleum products was 
accelerated in certain countries by 
the accumulation of stock to be held 
against possible emergency needs.” 


Warner Bros. Pictures 

The report for 26 weeks ended Feb. 
26, 1938, shows net profit of $2,824,- 
618, compared with $4,040,389 for 26 
weeks ended Feb. 27, 1937, a drop of 
30 per cent. For 13 weeks ended Feb. 
26, indicated net profit was $1,139,- 
019, against $1,685,599 for the like 
1937 period. 


Van Camp Milk Company 

Net profit was $131,280 for the fis- 
cal year ended March 31, compared 
with $223,696 in the preceding year. 


American Safety Razor 

For the first quarter ended March 
31, consolidated net income was $225,- 
761, compared with $287,180 for the 
same period in 1937. 


Fidelity Investment Association 

Volume of business for the first 
four months of 1938 reached $17,489,- 
700, an increase of nearly 50 per cent 
over the $11,691,850 reported for the 
first four months of 1937. Volume 
for April was $5,043,050, compared 
with $3,533,200 for April, 1937. 


E. R. Squibb & Sons 

President Carleton H. Palmer told 
stockholders that sales for 1937 in- 
creased 15.4 per cent over sales in 
1936, but that the ratio of profit to 
sales could not be maintained be- 
cause of increased production costs 
and increased expenses, including 
wages, transportation and taxes. Con- 
solidated net profit for the year ended 
Dec. 31, 1937, was $1,317,442, com- 
pared with $1,219,765 in 1937, an in- 
crease of 8 per cent. The improve- 
ment in consolidated net profits, Mr. 
Palmer said, was due “to the steady 
progress of subsidiary companies 
both here and abroad.” 


Snider Packing Corporation 

Net profit was $275,134 for the fis- 
cal year ended March 31, compared 
with $563,036 in the preceding year. 
Net sales for the year ended March 
31 amounted to $6,045,705, against 


DISPLAYS 


Designers & Builders 
CONVENTION - EXHIBITS 


WINDOW, INTERIOR & TRAVELING DISPLAYS 


; eee 
ADVERTISER’S DISPLAY STUDIOS 
825 So. Wabash Ave. - Chicago, Ill. - Webster 4236 


Le ee 


murals and live fish. 


ee 


NEW GLORIFICATION IS BESTOWED ON ONCE NEGLECTED BASEMENT 


New display of Anthracite Industries, Inc., New York, showing a basement containing, in addition to heating equipment, a ping-pong table, lounge chairs, marine 


Rotogravure 


Again Makes 
Gain Over ‘37 


Chicago, May 26.—Persistently re- 
versing the trend apparent in other 
media, rotogravure linage scored a 
gain of 5.9 per cent in April, accord- 
ing to the monthly tabulation of 
Kimberly-Clark Corporation, Chicago. 
The April total was 997,139 lines, 
compared with 941,722 for April, 
1937. 

Local roto made the 
crease, 12 per cent, with 389,885 
lines last month, compared with 
347,885 in April, 1937. The national 
gain was 2.2 per cent, with 607,254 
lines in April, 1938, compared with 
593,837 for the corresponding 1937 
period. 

Of the April total, 871,763 lines 
ran in monotone and 125,376 in color. 


largest in- 


$5,496,177 in 
1936. 


1937 and $6,242,798 in 


Hammond Instrument Company 

Consolidated net income was $323,- 
898 for the fiscal year ended March 
31, compared with $364,679 in the 
previous year. Laurens Hammond, 
president, told stockholders that sales 
volume increased on musical instru- 
ments but decreased on clocks. Musi- 
cal instruments represented 74 per 
cent of all sales, compared with 64 
per cent in the preceding year. 


Jewel Tea Company 

Sales for the first 16 weeks were 
$7,319,658, compared with $6,960,385 
for a like period in 1937, an increase 
| of 5.16 per cent. Sales for four weeks 
ending April 23 were $1,824,511, 
against $1,777,990 for the same period 
in 1937, a rise of 2.62 per cent. 
Standard Oil (Kentucky) 

The company reports net profit of 


$4,182,900 in 1937, compared with $3,- 
793,451 in the previous year. 


It’s Free! 


RAP I 


COPY SERVICE CO. 


Speaking of Photostats .. . 
What Do You Know About Them? 


If you can name five applications, you're still 
at the foot of the class! Many who have used 
photostats for years have been astonished at 
the numerous ways photostats can be used 
daily in saving time, money and effort. 
RAPID'S new 'STAT MANUAL describes and 
pictures 26 of them!—any one of which may 
solve your production problem. 
send for yours today? 


NEW YORK: 415 Lexington Avenue 
CLEVELAND: Ninth - Chester Building 
CHICAGO: 360 North Michigan Avenue 


Why not 
It's free! 


ENGLISH LOSE 
STYLE MARKET; 
WANT IT BACK 


London, England, May 20.— 
Alarmed by the popularity of French 
and American fashions, which is af- 
fecting many British industries, the 
trades concerned are holding meet- 
ings to develop a $2,500,000 campaign 
to restore the prestige of John Bull 
in this field. While some progress 
has been made, so many factors are 
involved that some of those inter- 
ested despair of success. 

Lancashire interests insist that if 
an emblem is to be used as an indi- 
cation of British origin, it should be 
confined to garments in which fab- 
ric, trimmings and other parts are 
also British. Another faction con- 
tends that as long as the garment 
is made in England, use of the em- 
blem should be permitted. 

Discussing the situation, Advertis- 
er’s Weekly commented: 

“We side with Lancashire. The 
establishment of any emblem which 
is, in fact, a half-truth, is bad mar- 
keting and worse advertising. If it 
is still desired to bring within the 
scheme the semi-foreign garment, it 
would surely be possible to establish 
two kinds of identifying emblems. 


Must Clear Decks 


“The second major 
pears to lie in the belief that the 
British fashion industry would be 
better advised to put its own house 
in order. Meeting American compe- 
tition is more important than group 
advertising, in the eyes of these rep- 
resentatives of the industry. 

“This attitude can only be sound 
to a limited extent. If American 
products are better value for money 
than their British rivals, ways must 
be found to cure the disparity. One 
of the most important ways will be 
advertising. 

“If French and American fashions 
are preferred by the British buying 
public, it is only because of adver- 
tising, and this argument is not af- 
fected by the fact that such advertis- 
ing has, in the French case, largely 
been done by means of editorial pub- 
licity, and in the American, by co- 
operation with the film industry. 

“Both methods, as well as press 


difficulty ap- 


advertisements, are available in this 
country and could be obtained by a 
competent advertising manager.” 


Gets Las Palmas 


Hillman-Shane Advertising 
Agency, Los Angeles, has been ap- 
pointed advertising counsel for Ra- 
mirez & Feraud Chili Company, Ven- 
tura, Cal. Newspapers, radio and 
business papers will be used for Las 
Palmas food products. 


Redmend C ets Brushes 


J. C. Pushee & Sons, Inc., Boston, 
| brush manufacturer, has appointed 
|Redmond Company, Boston, as its 
jagency. 


Coming 
Conventions 


May 30-June 1 — Annual conven- 
tion, Southern Newspaper Publish- 
ers Association, Edgewater Park, 
Miss. 


June 1-4—Annual convention, Na- 
tional Association of Direct Selling 
Companies, Lake Wawasee, Ind. 

June 12-16 — Annual convention, 
Advertising Federation of America, 
Statler Hotel, Detroit. 

June 12-15 — Annual convention, 
Newspapers Advertising Executives 
Association, Detroit. 


June 13-16 — Annual convention, 
Association of Newspaper Classified 
Advertising Managers, Nicollet Hotel, 
Minneapolis. 

June 20-23—Annual meeting, Na- 
tional Conference on Visual Educa- 
tion, Francis W. Parker School, Chi- 
cago. 


June 21-23—Annual convention, In- 
ternational Circulation Managers 
Association at Quebec. 


June 25-29—International Advertis- 
ing Convention, Glasgow, Scotland. 


June 26-30 — Annual convention, 
International Association of Display 
Men, Mayflower Hotel, Washington, 
Ee. ©. 


June 26-30 — Annual convention, 
Pacific Advertising Clubs Associa- 
tion, Ambassador Hotel, Los An- 
geles. 


July 2-4—Annual convention, Trade 
Association of Advertising Distribu- 
tors, Hotel Statler, Detroit. 

Aug. 14-17 — Annual convention, 
International Association of Printing 
House Craftsmen, Boston. 


Aug. 16-19 — Annual convention, 
National Sign Association, Stevens 
Hotel, Chicago. 

Aug. 23-25 — Annual convention, 
Outdoor Advertising Association of 
America, Denver. 

Sept. 18-21—Annual convention, 
Mail Advertising Service Associa 
tion, Hotel Statler, Detroit. 

Sept. 19-23—Seventh International 


Management Congress, Washington, 
oo. ©. 


Sept. 21-23 — Annual conference, 
National Industrial Advertisers As- 
sociation, Hotel Statler, Cleveland. 

Sept. 28-30 — Annual convention, 
Direct Mail Advertising Association, 
Stevens Hotel, Chicago. 

Sept. 28-Oct. 1 — Annual conven- 


——..., 


tion, Association of National Adve. 
tisers, The Homestead, Hot Springs, 
Va. 


Oct. 8-9 — Annual convention, Na. 
tional Advertising Agency Network. 
Washington, D. C. 


Oct. 18-19—Fall convention, |p. 
land Daily Press Association, Hote] 
Sherman, Chicago. 


Oct. 21-Nov. 3—Annual convention, 
Financial Advertisers Association, 
Fort Worth, Tex. 


Radio for Windows 


Said to be the first display service 
in the country to use radio spot an 
nouncements to build up window dis- 
play prestige, Chamberlain Window 
Display Company, Syracuse, is using 
announcements over Station WSYR 
four times weekly. The theme is 
“Watch your dealers’ windows.” 


To Manage Hower 

Hower Advertising Agency Com 
pany, Denver, Colo., is now under the 
joint management of Merritt F. Rib 
lett, formerly president and business 
manager of Rocky Mountain News, 
Denver, and Harold Monahan, for 
merly with ApvEeRTISING AGE. 


Ross with DCA 


Andrew Ross has been appointed 
sales manager, consumers package di- 
vision, Doughnut Corporation of 
America, New York. He was formerly 
vice-president, Associated Grocery 
Manufacturers of America. 


Gets General Beverage 


General Beverage Corporation. 
Philadelphia, has appointed J. M. 
Korn & Co., Inc., Philadelphia, as at- 
vertising counsel. The company mar 
kets X-L lithiated soda for use as 4 
mixer and alkalizer. 


Tilles Ad Manager 


Paul L. Tilles has been named ad: 
vertising manager of Spear & Co. 
New York, succeeding the late B. F. 
Collins. Spear operates six furnl 
ture stores in Manhattan, Brookly2 
and Jamaica. 


Names Campbell-Lampee 

The 1938 Antiques Exposition, t 
be held at the Hotel Commodore, 
New York, in October, has appointed 
Campbell-Lampee, Inc., to handle its 
advertising. Newspapers and trade 
papers will be used. 


Water-Wings to Hicks 


Ayvad Water-Wings, Inc., Hobe 
ken, N. J., maker of swimming-aid 
accessories, has placed its account 
with Hicks Advertising Agency, 
New York. 


Praise That Promotes Sales 


An established truth in sales psychology is that the most forceful 


advertising~ is word-of-mouth 
product guarantees its sales success. 


recommendation. 


Public praise of your 


Because they are Elks, Members of one of the largest social Order 
in the world, the readers of The Elks Magazine are the contact — 
the social and business circles in the 1365 communities where the E 


Lodges are located. 
communities. 


More than this, they are the influential men of those 


They meet, exchange ideas and give ready voice to their likes and 


dislikes. 


_Get them to prefer your Product, put their word-of-mouth recommen: 
dation behind it, and its local sales success is assured. 
Multiply by 1365 and National sales success is certain. 


THE ELKS 


50 East 42nd St., New York 


MAGAZINE 


ABC 307 N, Michigan Ave., Chicago 
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» Na: 
rork, i} P 
. | and the Problems of Business 
ord ’ 
i Men Have Changed With Them 
ation, | 
/ Twenty-five years ago most of the problems methods paper, is an exciting summary of de- 
? ; —_ ' 
vice Me | of the business executive were internal. If he velopments outside each executive's business 
“oo | | ran his business right, and kept his eyes on the which have tremendous significance in enabling 
_ ; methods employed in his office, store or factory. him to keep in step with the times. 
ng . he succeeded. 
; It is the great need of the advertising and 
4 Because of this situation, demands for busi- merchandising world, impinging upon every 
a ness information had to do primarily with meth- other business and business activity, as it does, 
 Ri> ff ; Am ' Pore 
Pov | ods data. The executive wanted to know “how and influenced by everything which influences 
~— 4 to do it,” and the business press was almost people, as it is, which has created ADVERTIS- 
; . | , ; ; © 6 Be . 
q entirely devoted to this type of material. ING AGE. It is indispensable to readers be 
c cause it is their chronicler and interpreter of 
jointed Fa . B . 
= r the times—as they affect the business of ad- 
age di Today conditions have changed. Successful : 
on of : ae vertising. 
—_ methods and techniques are still important. but 
rocery 
the MOST IMPORTANT factors in the conduct ; 
; : Thus the times require ADVERTISING AGE 
ige of any business have to do with pressures from 
ration. : eS ‘ —and ADVERTISING AGE fits the times. 
1. outside, which it cannot control. What is hap- 
an of pening in Washington and what is going on in 
1y mal: . . . . 
> ine . ; : : -— And in this simple truth lies the reason for 
” other industries are more vital in determining 
oer : : the remarkable readership which ADVERTIS- 
policies, in affecting plans for the future and in ; 
r . : : ING AGE has built: readership which is evi- 
aad ob the attitude of the executives toward their own 
& CO, : ; denced not only by the thoroughness and speed 
o BF. business, than any purely internal procedures. tions is ' ; 
furni- with which its editorial content is assimilated, 
rookly : 
ii but also by the remarkable direct results fre- 
npee Thus the demand of the day from business quently achieved by advertisers in its columns 
ion, t0 men is information and interpretation of in- ... ADVERTISING AGE. The National News- 
modore, : ‘ , : ee . 
pointed formation which will keep them oriented to the paper of Advertising, 100 E. Ohio Street, Chi- 
ndle its ne > ° : " 
a trade sweeping changes now taking place in the cago; 330 W. 42nd Street, New York; Russ 


chs 
Hobo- 
ning-aid 
account 
Agency, 


—— 


political, economic and social world. The busi- 


ness newspaper, as contrasted with the technical 


Building, San Francisco; Garfield Building, Los 
Angeles: Walton Building. Atlanta. 
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Keim, Aspley 
New Officers 


of Federation 


Dallas, May 24.—R. D. Keim, vice- 
president, E. R. Squibb & Sons, New 
York. was re-elected chairman of 
the National Federation of Sales 
Executives at the annual meeting 
here Saturday. J. C. Aspley, presi- 
dent, Dartnell Corporation, Chicago, 
was elected president, succeeding 
W. V. Ballew, 
ager, Doctor Pepper Company of 
Dailas, who became vice-chairman. 
Other officers were elected as fol- 
lows: 

Vice-chairmen: Raymond Bill, 
Sales Management, New York; 
Harrison Matthews, Woodbury Col- 
lege, and executive secretary, Los 
Angeles Sales Managers Associa- 
tion. 

Regional vice-presidents: Harry 
R. Tosdal, professor of marketing, 
Harvard University, Cambridge, 
Mass.; Warren S. Parks, Equitable 
Life Insurance Society, and presi- 
dent, Sales Managers Club of Roch- 
ester; W. D. Gillen, Bell Telephone 
Company of Pennsylvania, and past 
president, Philadelphia Sales Man- 
agers Association; H. C. Anderson, 
general sales manager, Globe-Wer- 
nicke Company, and president, Cin- 
cinnati Sales Managers Council; 
Harold E. Meade, New Orleans Pub- 
lic Service, Inc., and _ president, 
Sales Managers Council of New Or- 
leans; Conrad Netzhammer, general 
sales manager, Northwestern Furni- 
ture Company, and director, Milwau- 
kee Association of Sales Managers; 
Cc. P. Henderson, president, Lincoln 
Sales Managers Bureau, Lincoln, 
Neb.; E. F. Anderson, manager, Dal- 
las Manufacturers & Wholesale 
Merchants Association, manager 
Southwestern Style Show Associa- 
tion, and secretary-treasurer, Dallas 
Sales Managers Club; A. T. Daniel- 
son, sales manager, Barker Broth- 
ers, Los Angeles, and _ president, 
Sales Managers Association, Los 
Angeles. 


Other New Officers 


Vice-presidents at large: Charles 
E. Osterkamp, sales manager, Rob- 
erts, Johnson & Rand, and past 
chairman, Sales Managers Bureau 
of the St. Louis Chamber of Com- 
merce; Arthur W. Ramsdell, gen- 
eral sales manager, The Borden 
Company, and president, Sales Ex- 
ecutives Club of New York. Treas- 
urer, Bernard Lichtenberg, presi- 
dent, Institute of Public Relations, 
and former president, Association 
of National Advertisers; secretary, 
George L. Willman, _ president, 
George L. Willman, Inc., Chicago, 
and secretary, Chicago Sales Ex- 
ecutives Club. 

Directors: Merrill B. Sand, presi- 
dent, Dictaphone Sales Corporation, 
New York; Howard R. Medici, vice- 
president, The Visking Corporation, 
and director, Chicago Sales Fxecu- 


O BOY! WHAT FUN 


Fun tor the baby and fun for us who 
photographed him. Just one of many 
appealing baby photographs in our big 


stock. For a selection on approval sim- 
ply phone, write or wire us. We are 
also fully equipped and experienced to 
take any kind of studio or location 


phote gray hs 


PHOTOGRAPHIC 
ILLUSTRATIONS, INC. 


143 N. Wabash Ave. Chicago, Ill. 
Franklin 0074 


general sales man-| 


R. D. Keim, chairman, and Jack Aspley, 


NEW OFFICERS OF SALES FEDERATION 


Executives. 


president, National Federation of Sales 


tives Club; Paul O. Ferrell, vice- 
president, Real Silk Hosiery Mills, 
Indianapolis; Carl Wollner, presi- 
dent, Panther Oil & Grease Mfg. 
Co., Fort Worth, Tex.; Harold J. 
Cummings, sales manager, Minnesota 
Mutual Life Insurance Company, 
and president, St. Paul Sales Man- 
agers Association; C. D. Garretson, 
president, Electric Hose & Rubber 
Company, Wilmington, Del. 


Sesh Law to 
Fine Dealers 


‘Out of Stock’ 


Madison, Wis., May 25.—The Wis- 
consin Pharmaceutical Association 
drive on drug and department stores 
which advertise cut-rate prices on 
proprietary medicines and _ toilet 
preparations not in stock will be car- 
ried to the next legislature where 
lawmakers will be asked to pass a 
law making it a felony for merchants 
to advertise a preparation they are 
unable to supply immediately. 

In a resolution adopted at the clos- 
ing sessions of the drug association 
convention here, the druggists unani- 
mously endorsed such a law. Under 
the terms of the proposed act, any- 
one failing to “live up to the letter 
of his advertising’ and who fails or 
is unable to “‘furnish the advertised 
item on the day specified” is liable 
to fine of $100 or imprisonment. 


Foy to Join Wilding; 
Curtis in Shell Post 

Fred C. Foy has resigned as ad- 
vertising manager of Shell Union Oil 
Corporation to join Wilding Picture 
Productions, Inc., New York, as vice- 
president. He will assume the duties 
|of Eastern regional sales manager 
| June 15. Mr. Foy was formerly man- 
| ager of the Los Angeles office of J. 
| Walter Thompson Company. 

Harold L. Curtis has been ap- 
pointed sales promotion and adver- 
tising manager of Shell Union Oil 
|Corporation, succeeding Mr. Foy. 


| Formerly manager of the metropoli- 
tan New York division, he has been | cheerful, 
the Shell organiza- 
B. | 
Thorburn continues as assistant ad- 


connected with 


tion for 15 years. Donaldson 


vertising manager. 
Radio Station Offers 


Beginning June 15, Station WBAL 


in Maryland. 
the “WBAL Man” and 
products advertised on that station 

The point of purchase merchandis 


the state for three or four months 
H. C. Burke, manager of the station 
said. 


Randall Gets Two 


Randall Company, Hartford, Conn. 


Window Display Space 
Baltimore, will offer drug advertisers 
window display space in stores oper- 
ated by the Read Drug chain, largest 
Displays will feature 
dramatize 


ing tie-up will continue throughout 


) >| complete 
has been appointed to handle the ad- 


vertising of Miss L. Brogan, Inc., 
New York, infants and children’s 


MAXON BUILDING 
MADE TO ORDER 
FOR THE AGENCY 


(Picture on Page 29) 


Detroit, May 25.—With more slid- 
ing doors and concealed gadgets 
than a dime novel, an addition to 
the headquarters of Maxon, Inc., 
was completed this week. The new 
building is one of the few in the 
country built especially for an ad- 
vertising agency. 

G. McStay Jackson, General De- 
sign Corporation, Chicago, 1s respon- 
sible for the interior arrangement. 
The structure itself is connected 
with the original building (con- 
structed for George Harrison Phelps, 
Inc.) through the main hallway at 
the rear of the building. The annex 
extends to Larned street, thus mak- 
ing the Maxon plant a full block in 
length, with frontage on East Jeffer- 
son avenue and Joseph Campau 
street. 


Ground Floor Layout 


A double row of private offices of 
identical design and a large confer- 
ence room occupy the ground floor 
of the Maxon annex. Each of these 
offices is 114% x 13% feet, and con- 
tains inbuilt furniture of polished 
\red gumwood. Carpeting of the en- 
tire floor is a warm, red-brown. 
Office fixtures, including venetian 
blinds, are of burnished aluminum. 

In addition to a desk with an 
ample drawer-filing cabinet and a 
disappearing stand, standard equip- 
ment of each office includes a table 
extending the length of one wall, 
topping a series of open files de- 
|signed to hold layouts and art work. 
|On the opposite wall is a large cork- 
panel, and a shelf wide 


| board 
/enough to accommodate ample-sized 
|displays. The two comfortable arm 
‘chairs are finished in leather of a 
tangerine hue. 


Arrangements for Conferences 


The conference room occupies the 
northern end of the annex. This 26 
by 33 foot room is paneled in rich 
walnut, and venetian blind are of 
‘ne same material. In the center of 
the northern wall is a large fire- 
place. Opposite this is the entrance 
door, to the right and left of which 
are wide, linoleum-covered cabinets 
built flush with the wall. Above one 
of these cabinets is a series of seven 
display panels mounted on ball bear- 
ings, which slide back of a spacious, 
closeted book case when not in use. 
The other cabinet contains a radio 
and a phonograph, speakers’ for 
| Which are built into the walnut pan- 
elling above the door. 

Behind two massive doors in the 
southwest corner of this room is a 
General Electric apart- 


“Help Wanted,” 
“Representatives Available,” 
cash with order. 


30 cents 


“Positions Wanted,” 


All other classifications (single insertion rates): 


— — 


The rates for this department are as follows: 


“Representatives Wanted,” 


a line, minimum charge $1. ane 


Terms 
% in., $2.75; 1 to 3 in. 


Agricultural and Horticultural 
field—to represent high grade 
recession-proof annual publi- 
cation reaching half-a-million 
home gardeners, and offering 
unique merchandising service 
to national advertisers. Will 
‘onsider New York and Chi- 
cago salesmen or established 
organization covering both 
territories. Address: 


Box 1449, ADVERTISING AGE, Chgo. 


REPRESENTATIVES AVAILABLE 
EXPERI- 


TIVE. 

Established Chicago office covering 
Western territory. In close touch with 
sources of advertising. Personally ac- 
quainted with men who actually 
“buy.” Commission basis. 

Box 1447, ADVERTISING AGE, Chgo. 


$4.75 per inch. Write for descriptive folder describing discounts for tery, 
insertions. : 
HELP WANTED NOVELTIES 
ae 
DO YOU NEED IDEAS? 
Cartoonist who specializes in creat- 
WANTED—SPACE ing novelties for advertising firms 
will cooperate in creating same fo; 
SALESMAN OR your firm. toy Ball, 6805 Merril 
ORGANIZATION Ave., Chicago. BUT 2556. ; 
with thorough knowledge of MISCELLANEOUS 


“OUT OF PRINT” 
is obsolete; if you have only one copy 
you can reproduce as many more as 
you desire by Photo-Offset, withoy 
typesetting or engraving expense’ 
Revisions and corrections can be made 
at minimum cost. 
Short runs no penalty. 

300 COPIES (Size 8%x11”) $2.50 
Additional hundreds only 25c¢ 
Even lower prices for larger 

quantities 
Any size furnished. Free informative 
booklet on request 


Laurel Process, 480 Canal St., N. Y. ¢, 


GET BUSINESS AT LOWEST Cost 
We will gladly send you samples of 
our new PHOTO AD-CARDS. They 
get results. Adapted to any business 
or profession. 

GRAPHIC ARTS PHOTO SERVICE 
Market & Third Sts., Hamilton, Ohio 


with tangerine-colored leather, and 
incidental tables are of polished wal- 
nut. The basement of the annex is 
used for art files and storage. 


Memorial Competition 


Held by Barre Granite 


Barre Granite Association, Inc., 

Barre, Vt., is sponsoring a design 
competition for a cemetery memorial 
of moderate cost. The contest is ap- 
proved by National Alliance of Art 
in Industry, American Federation of 
Arts and Society of Memorial Drafts- 
men and Designers. It is open to 
architects, designers. draftsmen, art- 
ists and art students. 
Cash prizes of $1,500 will be 
awarded. Announcement of winners 
will be made at the annual conven- 
tion of the Memorial Craftsmen of 
America at the Stevens Hotel, Chi- 
cago. A book of rules and informa- 
tion will be mailed upon request to 
the association. 


Sloan Fellowship to 


New York Agency Man 
E. Scott Pattison, publicity man- 
ager, G. M. Basford Company, New 
York, has been named as one of the 
five young industrial executives to 
receive a year’s study-in business 
administration and economics at 
Massachusetts Institute of Technol- 
ogy, under a fellowship grant of the 
Alfred P. Sloan Foundation. Cash 
value of the award is $2,700. 

Mr. Pattison was graduated from 
Rensselaer Polytechnic Institute in 
1929 with a chemical engineering de- 


gree. Before joining the agency he 
served with Food Industries and then 
was assistant advertising manager 
of Mathieson Alkali Works, New 
York. 

Booker’s Rum in Drive 

A newspaper and outdoor cam- 
paign to promote Booker’s Deme- 
rara Rum has been started by Booker 
Brothers, McConnell & Co., Ltd., 
London and Georgetown, British 
Guiana. Swafford & Koehl, Inc., New 
York, is the agency. West Shore 
Wine and Liquor Company, New 
York, is sole agent for the rum in 
the United States. 


Globe to M iller 


The Globe Company, Chicago, man- 
ufacturer of packing house equip- 
ment, has appointed M. Glen Miller 
Advertising, Chicago, to handle its 
advertising. Business papers and 
drect mail will be used. 


Theodore A. Haish, industrial com- 


ment-sized kitchen, containing range. 
refrigerator, sink and ample _ shelf- 


fashions, and Britton Fabrics. Col-|5SPace- The furniture is massive and 
lege Point, Long Island, knitted |@esisned strictly for comfort. Chairs 
woolens. and davenports alike are covered 


missioner, County of Middlesex, New 
| Brunswick, N. J.. has appointed A. 
W. Lewin Company, Ine., 

N. J., as advertising agency. 
| Lewin is the account executive. 


Newark, 
A. W. 


WFIL in New Studios 


Station WFIL, Philadelphia, wil 
formally dedicate its studios in the 
Widener Building with a_ two-day 
ceremony June 16 and 17. Test pro- 
grams aired last week on its new 
transmitter marked completion of 
the station’s expansion project, 
Donald Withycomb, general manager, 
said. 


Joins Spiral Binding 
Alfred P. Brown has resigned as 
general manager of Kamket Corpora 
tion, New York, manufacturer of 
Kamket loose-leaf bindings, to take 
charge of the Boston office of Spiral 
Binding Company, Inc. 


Now Flo-Lite 


Advitagraph Corporation, Chicago, 
has changed its name to Flo-Lite Mo 
tion Picture Corporation. Filo-Lite 
produces promotional films and 
manufactures continuous motion pit: 
ture projectors. 


Appoints Ridder-Johns 

St. Paul Dispatch-Pioneer Press 
has appointed Ridder-Johns, Inc., a8 
general advertising representative 
The appointment is effective June |. 


Riverside to French 
Riverside Mfg. Company, St. Louis 
chemicals, has appointed Oakleigh R 
French, Inc., St. Louis, to handle 4 
business paper campaign. 


—————"" 
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KROGER EXPERT 
ASKS CHAINS TO 


Washington, D. C., May 24.—Joint 
: | public relations programs, based on 
facts to be revealed through intensi- 
fied market research, offer corporate 
chains a possible solution to vital 
problems facing them today, Jean F. 
Carroll, of the executive staff of Kro- 
ger Grocery & Baking Company, told 
the American Marketing Association 
at its convention here last week. 
These problems, he explained, are 
at- rapidly erystallizing because of the 
closer alignment of chain and inde- 
pendent prices and the possibility of 
anti-chain legislation. 

Another focus for future research 
was presented at this session by 
Eldridge Haynes, vice-president, Mc- 
Graw-Hill Publishing Company, who 
discussed “The Value of Marketing 
Research to Industrial Marketing.” 

The time is past, Mr. Carroll de- 
) clared, when chains can depend on 

price alone in winning and holding 
consumer good will as was the case 


we when they first appeared in the pic- 
.C, ture. Organized independents and 
— some large independent super mar- 
ST kets are now offering prices compar- 
sot MH able to those of chains. 

They , 

— Cites Consumers’ Apathy 

Oo 3 Critical of the internecine warfare 


displayed by many of the chains, Mr. 
Carroll emphasized the need for im- 
$ | mediate cooperative effort. 


will “At a time when chains should get 
the together and put on an educational 
i > program to tell their story to the 
ae { public, they continue to fight each 


other,” he remarked. “To expect 
chains to drop their attempts to get 
business from each other would be 
foolish, but there is a definite need 
for an organized effort on the part 
of all chains to tell a straightforward 
story to the public on why chains are 
a vital service to the consumer.” 
He said that many consumers, 
while doing all or part of their buy- 
ing at chain stores, are apparently 
willing to have the chains heavily 
' taxed as proposed in legislation re- 


cently advanced. Market research, 
icago, § already used by the chains in aiding 
e Mo- several phases of operation, can also 
o-Lite HH) sive the answer to public relations 
- = questions. 
np ' Research should be employed, he 

said, to discover the appeal most 

effective in stirring into action those 
ns chain store customers who do not 
Pres ; believe that chains should be taxed 
he disproportionately. Other questions 
une 1. open to market research include dis- 


covery of appeals effective in demon- 
strating to consumers the effect of 
Lh chain-tax legislation on prices paid 
‘or foods; appeals to persuade those 


Louis, 
igh R who do not buy at chains that such 
ndle 4 ‘aws would be harmful to those who 


do; appeals to make the farmer and 
labor appreciate the value of chains. 


Questions Price Appeal 


Mr. Carroll said that market re- 
‘earch will also reveal the kind of 
‘ore which can be most effectively 
‘erated. He denied that this will 
%¢ the super market. 

He recalled that when “we first 


lad department stores, mail order 
louses and chain stores, wild predic- 
‘Ns were made about how each 
Would completely displace all of its 


Oe 


Swissvale, Pa., and R. J. Newell, Windsor. 


NEW OFFICERS AND DIRECTORS OF ADVERTISING AFFILIATION 


Seated, left to right: Don Allshouse, Northern Equipment Company, Erie, Pa., first vice-president; C. M. Elliott, Reid Press, 
Hamilton, president; H. W. Whitney, Larkin Company, Buffalo, retiring president; Don A. Thomas, Larkin Company, Buffalo, 
secretary-treasurer; Floyd M. Crawford, Buffalo, executive secretary. 
town; Kenneth Matthews, Jamestown; Fred B. Isaacs, London; Wilfred S. McKeon, Greensburgh, Pa.; K. E. Kellenberger, 


Standing are the directors: C. A. Dickhaut, Youngs- 


rival forms of distribution.” Instead, 
however, each sought and found its 
own level. 

Market research, he added, must 
also be relied upon in discovering the 
varying effect of price as opposed to 
other appeals in chain store merchan- 
dising. Complete emphasis on price, 
he declared, merely encourages the 
consumer to buy a few products at 
one store and then travel to another. 
Low prices, in many instances, are 
likely to imply low quality and cause 
many consumers to trade elsewhere. 


“Hire More People” 


Mr. Haynes as well as Mr. Carroll 
devoted some time to public rela- 
tions, although holding that the ad- 
vice given industry to re-educate the 
public on the profit system and on 
capitalism is premature in the light 
of present day conditions. 

“We have heard,’ he remarked, 
“that large corporations should in- 
terpret the truth about themselves 
and their policies to the public, but 
doesn’t it seem inappropriate to try 
to resell capitalism to a man who 
doesn’t have a job? 

“The first public relations job for 
industry is to hire more people, by 
selling more goods and making more 
work and increasing production— 
and the first place to start is in the 
capital and durable good industries.” 


Outlook is Promising 


Mr. Haynes declared that the out- 
look for business improvement is 
promising, that some new financing 
has been successfully negotiated and 
that the capital and durable goods 
industries are operating at a better 
rate than during the previous depres- 
sion. 

Solution of marketing problems in 
this field, he asserted, will be a major 
step in solving the marketing prob- 
lems of industries selling to the gen- 
eral public. This solution should de- 
pend far more upon market research 
than on trial and error methods. 
Such research might be used on the 
following fronts: 

Selection of the most profitable old 
markets; location of new markets; 
development of new uses; finding of 
new sales arguments, product im- 
provement, markets for new products 
and increasing the efficiency of the 


sales organization. 
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term is applied to some publications. 
It doesn’t have to. 


activities and there 
Who are they? 
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50 East 42nd St., New York 
ce 


Editorially this Magazine has never become “controversial” as the 


am In addition to printing the work of the best artists and writers it 
's extra reader-attention by featuring news about its readers and their 

are many thousands of these readers. 

Life > They are that substantial cross-section of American 

‘fe. the Members of the B. P. O. Elks. 

other than the Metropolitan and Industrial Centers. 

rheir communities are the real trading markets of the Nation. 

! among them are thousands of prosperous business and professional 

more than 100,000 being identified as well-rated retail merchants. 

‘Ive your advertising dollars a chance to work by putting your adver- 


THE ELKS MAGAZINE 


The majority of them live in places 


Num- 


307 N, Michigan Ave., Chicago 


‘Buying Ball’ 
Starts Rolling 
for Wanamaker 


Philadelphia, May 25.—To combat 
the post-war depression in 1920 John 
Wanamaker, gigantic department 
store, invited customers to deduct 20 
per cent from all price tags. The 
move was timely and started a rush 
of buying. 

Wanamaker’s again took the initia- 
tive last week and reduced prices in 
all departments. Extra half pages in 
four Philadelphia dailies announced 
the store’s new policy under the 
heading “Start the Buying Ball Roll- 
ing.” “Buying ball” has been trade- 
marked by Wanamaker. Copy and 
layouts have been changed, each 
product being displayed in a square, 
eight squares or products to a full 
page insertion. 


Labor Not Affected 


A shopping check-up of before and 
after prices indicates that prices of 
the store’s private brands have been 
reduced approximately 10 per cent. 
Clothing and luxuries appear to be 
from 10 per cent to 20 per cent lower 
than heretofore. 

Copy asserts that manufacturers’ 
prices are not being cut and there- 
fore cuts in factory wages are not 
being forced. ‘Nothing is being 
taken from labor” looms large in all 
advertising. 

The number of salespeople in de- 
partments seems to be increased and 
new activity has been apparent since 
the new “buying ball’ theme went 
into effect. 


Worcester Club in 
Third Annual Show 


Barnard, Sumner & Putnam Com- 

pany received $25 in the third an- 
nual exhibition of the Worcester, 
Mass., Advertising Club, as the ad- 
vertiser using the most effective copy 
in the Worcester Telegram and Eve- 
ning Gazette. William Filene’s Sons 
took second place, and Ware Pratt 
Company, third. Awards were based 
on a vote of the membership. 
The Davis Press won the award 
for most effective advertising of ad- 
vertising, School Arts Magazine 
being second and O. C. Williams Ad- 
vertising Agency, third. 

In the advertising campaign class, 
Norton Company won, with United 
States Envelope Company, second, 
and White & Bagley Company, third. 
Albert D. Farnum, of This Week in 
Worcester, was chairman of the ex- 
hibits committee. 


Forest Akers Will 


Direct Dodge Sales 


Forest H. Akers has been ap- 
pointed vice-president in charge of 
sales for Dodge Division of Chrysler 
Corporation, Detroit, and Frank J. 
Timmens has been named general 
sales manager. 

Mr. Akers, formerly assistant gen- 
eral sales manager, succeeds the 
late W. M. Purves. 


Unit Selling 
Plan Offered 


Weekly Papers 


Harrisburg, Pa., May 25.—Three 
hundred and eighty weekly and semi- 
weekly newspapers were invited this 
week by the Pennsylvania Newspa- 
per Publishers’ Association to join 
in a new national movement to de- 
velop general advertising for small 
newspapers. The Pennsylvania 
Newspaper Publishers’ Association 
will contract with Woodyard Associ- 
ates, Inc., New York, to provide a 
national advertising service to all 
of its members if enough accept the 
proposition. 


Own 32 Newspapers 


Woodyard Associates is headed 
by the Woodyard brothers, who own 
and operate 32 weekly newspapers. 
Approximately 1,500 weekly news- 
papers in all sections of the country 
have contracted with them for rep- 
resentation, some individually and 
some through state press associa- 
tions. 

The Woodyard service as offered 
to the Pennsylvania newspapers 
provides for one order, one billing 
and one check. The Woodyard Plan 
also provides for a free audit of the 
circulations of the weeklies. 


‘Golfing with 
Masters Now 
Wilson Talky 


Chicago, May 25.—Convinced that 
no sports followers are more eagerly 
interested in the performance of ex- 
perts than golfers, Wilson Sporting 
Goods Company today release a half- 
hour talking motion picture called 
“Golfing with the Masters.” Exhibi- 
tions at golf clubs throughout the 
country will be handled principally 
by the Wilson staff. 

The initial third of the picture 
presents highlights of the recent 
Masters’ Tournament at Augusta, 
Ga. Gene Sarazen takes over the 
announcer’s microphone to introduce 
outstanding players who are mem- 
bers of the Wilson advisory staff, 
including Sam Snead, Johnny Re- 
volta, Ralph Guldahl, Jimmy Hines, 
Denny Shute and “Jug” McSpaden. 
Each of these demonstrates the par- 
ticular type of shots for which he 
is best known, while Sarazen sup- 
plies illuminating comments, and 
finally discloses his famous method 
of getting out of traps. 

Interspersed with the demonstra- 
tion sequences are scenes relating 
to the manufacture of Wilson woods, 
irons and Hol-Hi K-28 golf balls. 
These implements of play are dis- 
cussed briefly, with special reference 
to the influence which they exert on 
the players’ performance. 

The picture was produced in its 
entirety by Atlas Educational Film 
Company, Oak Park, Ill. 


Leave “Child Life” 


Marjorie Barrows has resigned as 
editor of Child Life, Chicago, and 
Frances Cavanagh as associate edi- 
tor. A new editor will be appointed 
July 1, according to E. Evalyn Grum- 
bine, assistant publisher. Horace 
Wadsworth, formerly of Conde Nast 
Publications, has been appointed cir- 
culation manager of Child Life. 


Joins John Kuneau 


R. F. Mattesich, formerly publicity 
director and head of the Travel 
Bureau for the Austrian Government 
in the United States, Canada and 
Central America, has joined John 
Kuneau & Associates, New York. He 
will direct the handling of all for- 
eign accounts. 


Symons for Valves 


The Symons Company, Pittsburgh, 
has been appointed to handle the ac- 
count of the newly organized Su- 
perior Valve & Fittings Company, 
Pittsburgh. Publications in the refrig- 
eration and air conditioning fields, 
direct mail and catalogs will be used. 
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THE EASIEST 
AND BEST WAY... 


to handle the production requirements 
of your advertising matter is to place 
your business with a concern that ren- 
ders a COMPLETE SERVICE in (1) Ad-Setting, 
(2) Engraving and (3) Printing —all 
under ONE ROOF... We think in terms 
of results ... The shortest way ‘round 


Above reduced advertisement 
for Freeman Shoe Corpora- 
tion, Beloit, Wisconsin, was pre- 
pored by Faithorn Corporation. 


* 
Always the Finest 
at Faithorn 


_ FINEST ENGRAVING 
FINEST TYPOGRAPHY 
FINEST PRINTING 


You can use one orali— 
just as you wish, but all 
are here, ready to serve 
you... Speed, economy 
and satisfaction assured. 


& 


is usually the best ... Why send cuts 
to one concern—typesetting to another 
many blocks away—and then give your 
printing to a firm even farther distant? 
You can cut your costs, eliminate worry 
and save TIME, TROUBLE and MONEY by 
having FAITHORN do the entire job. We 
will gladly show you samples. Try us! 
Exceptionally well fitted to submit ideas, 


make layouts, prepare sketches and draw- 
ings—through every step of production. 


FAITHORN CORPORATION 
Ad-Setters - Engravers - Printers 
504 Sherman St.,Chicago PhoneWab.7820 


DAY AND NIGHT SERVICE 
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ADVERTISING AGE 


May 30, 1938 


‘Good News’ Is 
Proclaimed by 
Kenyon- Eckhardt 


New York, May 25.—Weary of the 
long faces borne by business men 
these days, Kenyon & Eckhardt, 
Inc., today burst forth with a public 
proclamation of “Good News” in a 
1,400-line insertion on the back page 
of the New York Times. 

Admitting that bad news is very 
much in evidence, the agency never- 
theless declared there are bright 
spots, too. While some businesses 
have been hard hit, the message de- 
clared, others are going ahead, sell- 
ing more goods this year than last. 
Eight of the agency’s clients were 
listed in this category, with testi- 
mony to this effect from each of the 
company’s executives. 

Of the ltucky group, Bosco Com- 
pany reported a sales increase for 
this quarter of 64 per cent over the 
same period last year; Canadian Pa- 
cific Steamships cited a passenger 
traffic rise during May of 20 per 
cent; Spud cigarettes, in Canada, re- 
ported a sales rise of 21 per cent 
for the first quarter over 1937, when 
sales rose 40 per cent over the pre- 
vious year; Mueller’s Macaroni 
showed a spurt of 12 per cent and 
Knox Gelatine, Kellogg’s All-Bran, 
Quaker State Motor Oil and W & J 
Sloane also announced that sales 
this year are running ahead of 1937. 


Coogan to Texas 


James Coogan, formerly with Er- 
win, Wasey & Co., New York, has 


joined the advertising department of 
the Texas Company, New York, in 
charge of printing, production and 
dealer and trade material. 


Benneyan to Speak 
George Benneyan, promotion mana- 
ger, Bureau of Advertising, ANPA, 
will address the monthly meeting of 
the New York Newspaper Promotion 
Group, to be held at the New York 
Advertising Club, Wednesday, June 1. 


Cook Adds to List 


Richard Cook, publishers’ repre- 
sentative, New York, has been ap- 
pointed to represent Garden Digest 
in Delaware, Pennsylvania, New Jer- 
sey, Long Island and metropolitan 
New York. 


Opdyke Resigns 
William K. Opdyke has resigned as 
advertising manager and editor of 
publications, Warren Telechron Com- 
pany, Ashland, Mass., to establish 
an industrial relations organization 
in Boston. 
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EXPLOITS ADVERTISING AND CONVENTION 


This copy is being posted in 50 cities under direction of Eugene Zuber, Campbell-Ewald Company, Detroit. 


RICHBERG WILL 
ADDRESS EXTRA 
AFA SYMPOSIUM 


Detroit, May 25.-A symposium at 
which representatives of government, 
business and labor will speak their 
minds on present business conditions, 
their causes and cures has been ar- 
ranged by the National Industrial 
Advertisers Association and the As- 
sociated Business Papers as a high- 
light of the Advertising Federation 
of America convention at Detroit, 
June 12-16. The symposium will take 
place June 14. 

Donald Richberg has already been 
announced as the speaker for gov- 
ernment, to discuss possibilities and 
problems of governmental coopera- 
tion in “Team Work for Prosperity.” 
Other luminaries of equal importance 
in the respective fields of labor and 
business will be on the program. 

The meeting will be under the 
chairmanship of J. H. Van Devanter, 
editor of The Iron Age. 


Cameron to Speak 


Heading an all-star list of 100 
speakers on the program of the con- 
vention of the Advertising Federa- 
tion of America will be W. J. Cam- 
eron, spokesman for the Ford Motor 
Company; Edward F. McGrady, for- 
mer assistant secretary of labor and 
present director of labor relations, 
Radio Corporation of America; and 
Roy S. Durstine, president, Batten, 
Barton, Durstine & Osborn, Inc. 

“Advertising Makes Work” is the 
theme of the convention, and the 
committee in charge has fallen into 
Detroit’s automotive atmosphere by 
dubbing the meeting, the “New 1938 
Model Convention.” The Newspaper 
Advertising Executives Association 
will follow its traditional custom by 
meeting in conjunction with AFA, 


along with groups representing pub- 
lic utilities, industrial marketing, 
business paper publishers, advertis- 
ing clubs, direct, radio, and outdoor 
advertising. 

An elaborate entertainment sched- 
ule, including a trip to Bob-Lo Island, 
is being arranged. The boat excur- 
sion, which duplicates the trip taken 
ten years ago when the federation 
met here, will be sponsored by the 
Detroit newspapers, the Free Press, 
News and Times. Receptions, teas, 
cocktail parties, a banquet and ball, 
sightseeing trips, and sports are also 
on the amusement agenda. 


The Newspaper Program 


On the NAEA speakers’ list are: 
Jacob Albert, promotion manager, 
Detroit News; L. C. Barlow, adver- 
tising director, Ernest Kern Company, 
Detroit department store; Robert 
Crooker, vice-president, Campbell- 
Ewald Company; George Eversman, 
H. J. Heinz Company; J. W. Fraser, 
vice-president, Chrysler Sales Corpor- 
ation; Colonel Leroy Herron, adver- 
tising director, Washington Star, and 
president of NAEA; Frank E. Kat- 
terjohn, advertising director, Cedar 
Rapids Gazette; Charles Rock, presi- 
dent, Media Records; Harold T. 
Slaght, advertising director, Saginaw 
News; and William A. Thomson, di- 
rector, Bureau of Advertising, Amer- 
ican Newspaper Publishers Associa- 
tion. 


Budlong in Insurance 

Richard C. Budlong, for two years 
manager of the insurance advertising 
department of Brown & Bigelow, St. 
Paul, has been named advertising 
manager of Globe Indemnity Com- 
pany, New York. 

Represents Day 

Doris Day, photographic illustra- 
tor, has appointed Miss Edith York 
as her New York representative, with 
offices at 122 East 42nd street. 


Lewis Moves 
Lewis & Noelle, Chicago publish- 
ers’ representatives, have moved 
from 612 N. Michigan avenue to 100 
KE. Ohio street. 


MAP AFA PROGRAM AT DETROIT CONFERENCE 


Setting the stage for the 34th annual convention, Advertising Federation of 
America, at Detroit, June 12-16, this group of leaders met in the motor city 


recently. 


Standing, J. J. Hartigan, Campbell-Ewald Company, and George M. 


Slocum, Automotive Daily News, AFA president. Seated, Mason Britton, McGraw- 
Hill Publishing Company, New York; Edith Ellsworth, Roche, Williams & Cun- 
nyngham, Philadelphia, and Earle Pearson, AFA general manager. 


11 MAGAZINES 
JOIN HANDS 10 
IMPROVE COPY 


New York, May 26.—How eleven 
publishers of national magazines are 
cooperating to further self-regulation 
of copy, at the same time educating 
advertisers to the requirements of 
the Wheeler-Lea act, was described 
here today at the annual meeting of 
the Toilet Goods Association, by 
W. C. W. Durand, Macfadden Publi- 
cations, a member of the group. 

Participants in the activity have 
organized an informal copy control 
committee to tone down statements 
deemed “too competitive,” with prog- 
ress already reported in the adver- 
tising of deodorants and attention 
now being given to other feminine 
hygiene products. Members of the 
group are Conde Nast, Crowell, 
Curtis, Fawcett, Hearst, Macfadden, 
McCall, Modern, The New Yorker, 
Parents’ and Street & Smith. A 
special sub-committee has been ap- 
pointed to act as intermediary with 
agencies and advertisers in discuss- 
ing proposed copy changes. Allen R. 
Dodd, Hearst Magazines, O. E. Ever- 
ett, McCall Corporation, and Mr. 
Durand make up the sub-committee. 


Reaction is Gratifying 


Emphasizing the unanimity of pur- 
pose represented by the publishers’ 
joint actvity, Mr. Durand said that 
the reaction of agencies and adver- 
tisers has been gratifying. When 
advertisers belittle other’s products 
directly or by innuendo they injure 
the entire field, he said in urging 
manufacturers to use good taste and 
fair competition. 

Mr. Durand said that the need for 
education has been accentuated by 
the Wheeler-Lea act. “We can’t 
depend on the Federal Trade Com- 
mission to do the kind of fine, pains- 
taking job we hope to do,” he said. 
“The Commission roughhews with 
an axe; we propose to operate with 
surgical scissors.” ¥ 

In addition to the eleven publish- 
ers whose support has already been 
enlisted, others are being ap- 
proached to join the movement. 


DEALERS FIGHT 
PRICE FIXING 
IN. WISCONSH 


Milwaukee, May 25.—The efforts 
of state officials to maintain price, 
in all lines under the powers gp, 
ferred upon them by the Wiscongjy 
Recovery act of 1935 has led to a 
flood of law suits, with many deg). 
er in various lines seeking to en. 
list public sympathy against pric. 
maintenance during the new depres. 
sion. 

After issuing an order to 24 loca! 
cleaning and dyeing firms to clog 
their doors unless they paid they 
state code assessments,  Circy); 
Judge Walter Schinz yesterday gj. 
missed the cases with a criticign 
against the code commission's poo. 
keeping records. The defendants 
showed receipts to prove they hag 
met all payments. 

i. M. Rowlands, state code cop. 
missioner, termed the court’s actioy 
“unwarranted.” William Schneide; 
counsel for the code commission. 
also criticised the court, insisting 
that all of the cleaners were delip. 
quents in payments, except one 
listed in error. 


Beauty Shop Fights 


In West Allis, Wis., the Paradise 
Beauty Shop has been conducting an 
aggressive newspaper campaign 
seeking to arouse public sentiment 
against what it terms unduly high 
prices. 

One piece of copy said: 

“Our attorney has attended every 
beauty shop code hearing held by 
code authorities in Madison for four 
years and has vigorously fought 
‘price fixing.” We submitted records 
of the costs of beauty services and 
testimony. 

“We have spent several hundred 
dollars fighting ‘price fixing’ for 
beauty shops. At the reasonable 
prices we have charged our patrons 
in the past, we were able to pay 
wages in excess of the earnings of 
the average girl who works in an 
office, store or factory and_ then 
make a satisfactory profit. 

“We feel it is unjust to raise ou 
prices as the law has forced us to 
do and as we told you last week, we 
will continue our fight.” 

Another piece of copy for the same 
advertiser announced that “we dé 
not want money in excess of the 
service we give you, therefore be 
ginning May 20 we will issue to ou 
customers a_ certificate for the 
amount in excess of the prices We 
want to charge and the prices the 
government is forcing us to charge 
These certificates will be redeemed 
in cash if we win the suit filed it 
Dane County circuit court.” 


Swartley in Radio 


W. C. Swartley, formerly in the 
executive office of Westinghouse Elec: 
tric & Mfg. Company, Pittsburgh, has 
been appointed manager of Stations 
WOWO and WGL, Fort Wayne, Ind 
The stations were acquired by West 
inghouse in 1936. 


Hunter Joins Potts 


Joseph R. Hunter has resigned 4 
copy chief of United States Advertis 
ing Corporation, Chicago, to join the 
R. J. Potts & Co., Kansas City agency, 


in a similar capacity. 


——— 
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ADVERTISING AGE 


Toilet Board 
of Standards 
to Continue 


New York, May 25.—Practical 
merchandising considerations dictate 
the wisdom of conforming to the 
jetter and spirit of the Wheeler-Lea 
act, H. Gregory Thomas, director of 
the Toilet Goods Association board 
of standards, pointed out here today 
organization’s third annual 
ention. 

Citing the accomplishments to 
date of the board’s self-censorship 
activities and the opportunity ahead 
to effect harmonious relations be- 
tween cosmetic advertisers and fed- 


the 
a l€ 


con" 


eral authorities, Mr. Thomas said: 
“We have succeeded in showing 
many members of the industry, 


whose advertising claims have been 
subject to unbridled competitive 
puffery, that the fantastic nature of 
pseudo-scientific statements were 
only securing for them a temporary 
advantage and ruining their chances 
for the repeat business which must 
essentially be predicated on telling 
the truth and serving the real inter- 
ests of the consumer. 

“It has been heartening to note 
that so many large advertisers have 
given welcome attention to our ad- 
vice and have corrected statements 
which would ultimately tend to dis- 
credit their advertising campaigns. 
It is our sincere hope that the pas- 
sage of the Wheeler-Lea act will re- 
sult in the final removal of those ad- 
vertising statements which spread 
doubt in the minds of consumers as 
to the sincerity of our purpose. 
Everything now depends on the at- 
ministration by the Federal Trade 
Commission of the provisions of this 
important new legislation.” 


Others on Program 


H. L. Brooks, general manager, 
Coty, Inc., and president of the as- 
sociation, urged members to avail 
themselves of the copy board’s serv- 
ices. Hugo Mock, association coun- 
sel, analyzed legal phases of the 
Wheeler-Lea act as well as other 
laws affecting distribution of cos- 
metics and toilet goods. Irving Fox, 
counsel to the National Retail Dry 
Goods Association, discussed the dis- 
tributor’s position in connection with 
advertising claims; and John Ben- 
son, president, American Association 
of Advertising Agencies, discussed 
the agency’s stake in advertising 
regulation. 

Mr. Benson asserted that the defi- 
nition of false advertising in the 
Wheeler-Lea Act is “a masterpiece 
of protection, both to the consumer 
and honest advertiser.” 

H. L. Brooks was re-elected presi- 
dent of the association, which au- 
thorized continuation of the board 
of standards under Mr. Thomas. 


Filter to Rickerd 
General Filters, Inc., Detroit, has 
appointed Rickerd Advertising Agen- 
‘y as advertising counsel. A new oil 
filter for automobiles, trucks, Diesel 


a and oil burners will be fea- 
ured. 


' John J. Gillin, Jr., Mgr. 
Representatives—John Blair Co. 
Owned and Operated by the 
Woodmen of the World 

Life Insurance Society 


Getting Personal 


Henry Bellows, lanky publicity director of General Mills, is achiev- 
ing quite a reputation as a rhumba dancer. One of the pioneers of 
radio, first with WCCO and later a member of the FCC, Henry copped 
first prize in a contest held recently in a Minneapolis hotel. . . 


Raymond Champion, a.m., Investors Syndicate, is second vice- 
president of the Minneapolis Junior Chamber of Commerce. . . 


A dozen or so eastern admen 
devoted practically all their 
spare time to wrestling with 
polysyllables last week, in prepa- 
ration for the great inter-city 
spelling bee on Paul Wing’s NBC 
program Friday night. Repre- 
senting the New York team were 
Lee Bristol, Bristol-Myers Co.; 
Dick Borden, Borden Co.; G. 
Lynn Sumner; H. J. Kenner, 
Better Business Bureau; E. P. H. 
James, NBC; and Don Bridge, 
New York Times. The Boston 
sextuplet consisted of Edmund 
Whitten; Norman S. Rose, Chris- 
tian Science Monitor; Ernest 
Hoftyzer, Boston American ¢€ 
Record; V. Edward Borges, Vin- 
cent Edwards & Co.; and Ruth 
Broome, Jay’s Specialty Store. 
The winners were supposed to 
have scooped up enough prize 
money to pay their expenses to 


Kee iy é is vat a 
f fas Ean? 
FAKED?—William F. Hufstader, Buick's 


general sales manager, produced this the AFA convention in Detroit 
photograph to prove that the boys were ext month. . 

eating pheasant when he lost a bet of a 

dinner to Edward Lunt, Flint branch Oliver Shaw, foreign sales 
manager, but suspicions linger that it manager, Mennen Company, left 
was really chicken and that this photo yoard the S.S. Northern Prince 


was synthetic. last Saturday for South America, 


where he'll visit distributors for 
the next six months. . John S. Young, former NBC announcer and 
now radio director of the World's Fair, sailed aboard the Normandie 
to arrange for some special international events. . 


The TPA-ers will revel at their annual outing June 16 at the Plan- 
dome (L.I.) Country Club. S. H. Quarles, Power, is chairman of the 
committee in charge, with Roger Wensley, president, G. M. Basford 
Co., slated for the toastmaster job. .. When the gorgeous new Dutch 
liner, Nieuw Amsterdam, set sail for the second half of her maiden voy- 
age last week, John Zellers, v.p., Remington Rand, and Mrs. Zellers, 
were among the passengers. They'll spend a few months on the con- 
tinent. Hubbell Robinson, Jr., Y. & R., will also sail for Europe 
soon. . 


Truth will out—and it did this week. That stalwart figure who 
dives into the surf off Jones Beach every Sunday, spring, summer, fall 
and winter (except when it actually snows), is Col. A. T. Falk, director 
of research and promotion, Advertising Federation of America. On 
some of the raw days, he builds a bonfire to keep up his spirits. .. And 


PUBLISHER CAPTURES TRAPSHOOTING TITLE 


Roger Fawcett, secretary-treasurer of Fawcett Publications, New York, as he 
appeared while winning the American amateur trapshooting championship at 


Pelham Manor, N. Y., recently. In his first big-time competition, the publisher 
tied the record with 199 hits out of 200 shots. This score has been hung up on 
only two previous occasions. Photo by Acme. 


speaking of the AFA, Earle Pearson, g.m., will soon become a gentle- 
man farmer up New Canaan (Conn.) way, where he’s just staked out 
a piece of ground. He plans to live there throughout the year... 


Mrs. Minna Hall, Associated Wool Industries, added a new presi- 
dency to her long list last week when she was elected to the top of- 
fice in the Women’s Press Club of New York. On other occasions she 
wielded the gavel for the Federation of Women’s Advertising Clubs of 
the World and the Advertising Women of New York. .. If you happen 
to hear “Hi-yo Silver!” echoing through some railroad station in the 
Middle West, it will probably mean that Raymond Spector, merchan- 
dising specialist for Franklin Bruck Advertising Corporation, has ar- 
rived to line up more sponsors for the Lone Ranger promotion. He 
left New York last week seeking new worlds to conquer. . . Frank Con- 
ally, the Oakite merchandiser, returned to his headquarters a few 
days ago after a five-week tour of the Pacific coast. 


W. W. Wachtel, Calvert Distillers prexy, was guest speaker at last 
Tuesday’s luncheon of the Advertising Club of Baltimore. . . Reuben 
Peterson, Jr., Erwin, Wasey publicity chief, has been elected president, 
University of Michigan Club of New York. . . James H. McGraw, Sr., 


returned last week from his annual winter and spring sojourn in 
Arizona... 


Mm NASSAU REVIEW STAR 
me NEW YORK PAPER ‘A’ 


SEA Ge The reader area of the 
Nassau Daily Review- 
star is “A” Market 
U.S.A... . first of all 
markets from coast to 
coast in per capita buy- 
ing power. 

AndThe Review-Star is 


the only newspaper 
that Covers"A” Market. 


"A" Market, Long _Is- 


land, is worth covering. 


N.Y. P. “D™ 


Standard Rate and Data Listing: Hempstead—Lynbrook— 
Freeport. Executive Offices: Rockville Centre, N. Y. 
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SKIN VITAMIN 
CLAIM OF POND 
DENIED BY FIC 


(Continued from Page 1) 
given women an important new 
scientific aid to skin care, and that 
when vitamins are applied to the 
surface of the skin they aid it more 


directly than when taken by way 
of the mouth.” 
Charging that these representa- 


tions are “exaggerated and mislead- 
ing,’ the complaint said that “the 
ingredients of Pond’s Cold Cream are 
not absorbed by or through the skin 
and that while scientific literature 
apparently contains no reference to 
a skin vitamin, it is possible that 
some types of vitamins may be ab- 
sorbed through the skin. If vitamins 
are so absorbed, they will not bene- 
ficially affect local conditions of the 
skin where applied, and vitamin de- 
ficiency can be more scientifically 
treated by diet or introduction of 
vitamins and vitamin concentrates 
by way of the mouth.” 

The Federal Trade Commission has 
also filed a complaint against Jer- 
gens-Woodbury Sales Corporation, 
Cincinnati, alleging unfair competi- 
tion in the sales of soaps and cos- 
metics. 

Through newspaper and radio ad- 
vertising, the complaint charges, 
Woodbury made misleading represen- 
tations as to the chemical properties 


and bacteriological effects of its 
products. 
Woodbury’s Facial Powder is al- 


leged to have been advertised as be- 
ing capable of guarding the skin 
against blemishes, of preventing sur- 
face infections, and as being sterile 


and germ-free before and continu- 
ously during use. 
The respondent corporation  al- 


legedly advertised Woodbury’s Cold 
Cream as being sterile and capable 
of killing germs and preventing in- 
fections and blemishes under normal 
conditions, and Woodbury’s Facial 
Soap as containing “filtered sun- 


shine,” and as releasing an invigor- | 


ating “filtered sunshine element,” 
namely, Vitamin D to produce a sub- 
stantial effect thereon, the respond- 
ent company is alleged to have rep- 
resented. 

These representations are alleged 
to have been false and misleading in 
that the use of its products will not 
accomplish the results claimed. The 
complaint also alleges that ingredi- 
ents of the Woodbury products are 
not absorbed by or through the skin. 

Alleging violation of the Federal 
Trade Commission Act, the com- 


plaint grants the respondent corpora- | 


tion 20 days for filing answer. 


Posters in Stores 
American Store Company, 
delphia, has signed with Poster Dis- 
play Advertising, Inc., New York, for 
an installation of 25 Page Poster Dis- 
play machines in the Acme 
markets. 


| 
| 


The 


ELECTROTYPE CO. 
CINCINNATI 


Branch Plants or Offices 


Stereotype Co., 
228 E. 45th St., New York 


Northern Electrotype Company 


Atlantic Electrotype & 1] 
41 Burroughs Avenue, Detroit | 


Hoffschneider Bros 
500 Howard St., San Francisco 


Philadelphia Mat & Plate Co 


Chicago, 400 North Michigan 
Ave. (Wrigley Bldg.) 


| 
Atlanta, Rhodes Haverty Bldg., 
134 Peachtree Street 


WORLD'S LARGEST MAKERS 


OF ADVERTISING PLATES vepresentative. 


Phila- | 


Super | 


243 N. Juniper St., Philadelphia, i | 


Retail Display 
Declines 14.3% 
From Last Year 


Chicago, May 27.—Retailers’ use 
of display advertising for the week 
ended May 21 was 14.3 per cent un- 
der the corresponding week of last 
year, according to the ADVERTISING 
AGE Index of Retail Activity. 

This Index, which measures retail 
display advertising in 80 important 
cities, shows a total of 19,606,461 
lines for the week reported against 
22,867,835 lines for the correspond- 
ing week of last year, a loss of 3,261,- 
374 lines. 

For this year through the date re- 
ported, the measured cities show a 
total of 388,084,087 lines, 42,599,416 
lines or 9.9 per cent less than the 
430,683,503 line total for the corre- 
sponding period of last year. 

The following table shows percen-- 
age of gain or loss for each weekly 
period of this year over 1937. 


BE. Eee eck Peigd ee ReaREES 0.8 
Ca Zee eee ee ere ee rere — 2.4 
[Ee ee ee eee ee — 3.7 
De SEs. i 2e4i.08 bapa Ras Bens — 5.1 
P< is cw arewe es nak awstats — 7.2 
Pe Me sc pcp ean caw een Oe dears — 7.4 
a |! ROP Tee Cee Tee TET Te — 7.7 
kg ee re re - 6.8 
SS eee re —11.4 
Pe OR Vece ie wibaa ened bon —14.8 
PORTO EE acces axensand doers —16.6 
CEN oc ceaiee cane ke wes —18.3 
PCIE fc cdawceid hacen sce —14.2 
PO ee eee ee — 0.9 
"2S Seen eee rarer ete — 5.3 
PE ski eee to cee errew dees — 9.8 
Eo RE seteian ene nedides aes —15.7 
MD ed pace ce heheh wares —10.8 
PEERS OE ince de sO s8 ee eee enns —-12.3 
PN ES ci See Saye heneess eee ar —14.8 
PNG: cs Cece xeastsnnntanks —14.3 


Elsewhere on this page is a tabula- 
| tion showing individual linage fig- 
‘ures for each city included in this 
Index, 


Advertising of 


_ Fishbein Book 
Angers Medics 


Atlantic City, May 23.—Recent 
heavy display advertising of Dr. 
Morris Fishbein’s new book, ‘“Mod- 


ern Home Medical Adviser,” was the 
center of a bitter attack at the 172nd 
annual convention of the Medical So- 
ciety of New Jersey here Thursday. 
Dr. Fishbein is himself one of the 
severest critics of advertising. 
Members were incensed at the use 
of Dr. Fishbein’s title of editor of 
the revered Journal of the American 
Medical Association. They read ex- 
'tracts from newspaper advertising 
|ecampaigns for the book, including 
a full page from the New York Times 
and a three-page display from the 
Philadelphia Record. They attacked 
the statement that “money could not 
buy better health guidance.” They 
read other extracts from the enthusi- 
astic copy, allegedly suggesting that 
pew book is more helpful than any 
doctor. 
| One speaker read extracts from Dr. 


|Fishbein’s syndicated newspaper 
health column, declaring that it 


/amounts to “outright prescribing.” 

| The outcome was adoption of a 
resolution authorizing the New Jer- 
sey delegates to the American Med- 
ical Association to “introduce a mo- 
| tion into the House of Delegates, re- 
questing the A.M.A. board of trustees 
'to instruct said editor to confine his 
| writings to the official publications 
of the A.M.A.” 


CAMA Elects Towle 


Felix S. Towle, Jr., Long Island 
Daily Star, has been elected presi- 


lent of Classified Advertising Manag- 
ers’ Association of New York, suc- 
ceeding Frank A. Dreiss, Bronr 
Home News. Natt S. Getlin, New 
York Post, is vice-president. 


Represents WCAU 


Index of Retail 


} 


Station WCAU, Philadelphia, has | 
appointed Edward S. Townsend Com- | Boston, has been appointed to han- | 


pany, San Francisco. as Pacifie 


Coast | dle 


Markets 


ie 


Activity in 80 Important 


Based on total retail advertising volume in all newspapers in each city. 
(Copyright, 1938, by Advertising Publications, Inc.) 


——————— 
% Gain % Gain 
21-Week 21-Week 31-Week or Loss or Loss 
Period Period Period 1938 938 Week Week % Gain 
Ended Ended Ended over over Ended Ended or 
City May 23, 1936 May 22, 1937 May 21, 1938 1936 1937 May 22,1937 May 21, 1938 Lose 
MM ch iad seuchede 6,308,344 6,830,774 5,080,408 —19.5 —25.6 373,205 258,951  —30% 
pS SS. 2,599,926 2,822,946 2,459,443 —5.4 —12.9 146,657 103,495 —29.4 
meee, FIRE > sce cknkes 6,051,920 6,373,686 6,123,502 +1.2 —3.9 325,920 323,540 —(,7 
Baltimore, MG. ..crcves 8,724,179 9,317,269 8,909,700 +2.1 —4.4 497,784 443,163 —10 4 
Birmingham, Ala, ..... 4,590,082 5,167,624 5,128,382 +11.7 —0.8 258,020 254,142 oil's 
Boston, Mass. ........ 8,256,954 8,440,025 7,753,936 —6.1 —8.1 426,176 370,506 aj 
Bridgeport, Conn. ..... 3,666,656 3,867,536 3,582,136 — t. —7.4 220,752 182,924 7) 
OS i: ae 6,524,528 7,394,324 6,745,802 +3.4 —8.8 442,064 371,518 itis 
CamGen, BH. des cievccves 1,568,916 1,612,688 1,508,100 —3.9 —6.5 81,823 78,958 —}3: 
Cedar Rapids, Ia....... 1,993,922 2,107,084 1,891,988 —5.1 —10.2 133,686 112,672 —15,7 
Chattanooga, Tenn..... 2,720,021 2,575,090 2,480,490 —8s.8 —3.7 130,832 131,604 +06 
eR || 12,235,643 13,793,879 13,185,337 + 7.8 —4.4 671,713 622,378 —74 
Cimeineatl, OO. .cvcwses 6,884,941 7,207,045 6,383,445 —7.3 —11.4 359,543 312,198 —135 
Ceeveree, Oh. 0% bsa0% 7,904,790 8,699,161 7,418,784 —6.2 —14.7 445,665 359,107 —19.4 
CUR te ce. aie, »§ Sees . aime iene hate ere 283,696 243,976 —14/ 
Dpeses, Tex. ....% S,24zZ.0054 8,742,710 8,597,450 + 4.3 —1.7 458,616 424,000 —7 
oo Sen eae 5,476,380 6,330,910 5,337,042 —2.6 —15.7 303,926 243,796 —19,8 
Denver, Colo, ......... 4,103,663 4,160,765 3,804,564 —7.3 —8.6 209,065 174,734 —16.4 
Des Moines, Ia........ 2,575,924 2,657,850 2,644,842 +2.7 —0.5 129,054 126,427 —2. 
Detroit, Mich. ........ 8,857,880 9,336,336 7,314,481 —17.4 —21.7 519,756 342,221 —342 
7 SO BEbtecters eens  <¢icneeee #6. mlenemaace acy re 210,462 195,482 —7,] 
NN Ee i awe eae 2,869,426 3,586,794 3,704,886 +29.1 +3.3 204,120 192,542 —5,7 
Evansville, Ind, ...... 5,252,716 4,963,561 5,225,578 —0.5 +5.3 311,150 245,000 —21,3 
Fall River, Mass....... 1,362,485 1,471,209 1,309,429 —3.9 —11.0 97,467 68,606 — 29.6 
a See 3,592,148 3,682,490 2,910,250 —19.0 —20.9 197,806 126,826 —35.9 
Fort Wayne, Ind....... 4,561,494 4,862,928 4,396,392 —3.6 —9.6 252,308 206,402 —18,.? 
| Sr reer 2,362,075 2,966,735 2,304,707 —2.4 —22.3 194,400 109,984 —43,4 
Grand Rapids, Mich.... 3,706,346 4,449,900 3,583,748 —3.3 —19.5 262,360 178,626 —31,.9 
Greenville, S. C........ 2,274,299 2,709,305 2,498,453 +9.9 —7.8 134,442 128,226 45 
RIOUStON, TOR. ccc acne 5,609,590 6,579,608 6,565,330 +17.0 —0.2 352,618 380,366 +79 
Indianapolis, Ind. ..... 6,988,509 7,575,505 6,471,026 —7.4 —14.6 395,374 319,508 —192 
Jacksonville, Fla. ..... 3,493,840 3,931,312 3,812,867 +9.1 —3.0 177,380 169,876 —4,2 
seracy City, BM. desics ces 995,565 979,591 849,424 —14.7 —13.3 50,456 36,790 —27.1 
Kansas City, Kans.... 924,819 1,084,916 1,102,920 +19.3 +1.7 70,000 57,127 —18.4 
Knoxville, Tenn. ...... 3,797,724 3,973,032 4,125,408 +8.6 +3.8 188,328 195,216 +37 
Little Rock, Ark....... 3,690,218 3,829,140 3,646,840 —1.2 —4.8 126,000 179,676 —8.3 
EOS AnGOlOS, CBliiiksis cevanene 10,301,524 9,304,393 —9.7 500,782 425,000 —151 
RsOUINTIO, TE. .cacicn KE ReES 6,319,001 5,798,786 ae —8.2 366,870 301,410 —17.9 
Py a a 4,155,116 3,962,476 3,229,450 —22.3 —18.5 224,224 165,452 —262 
Manchester, N. H...... 1,364,316 1,408,330 1,532,756 +12.3 +8.8 70,018 67,960 —?2.9 
Memphis, Tenn, ...... 4,458,668 4,777,936 4,572,442 + 2.6 —4.3 296,856 234,584 —20.9 
Milwaukee, Wis. ...... 5,726,381 7,351,075 6,221,148 + 8.6 —15.4 392,091 296,198 —24.5 
Minneapolis, Minn, .... 6,252,765 6,270,069 5,506,637 —11.9 —12.2 310,547 225,443 —27.4 
New Bedford, Mass..... 1,359,246 1,373,316 1,283,478 —5.6 —6.6 61,880 71,582 +15.7 
New Haven, Conn...... 3,749,312 3,937,366 3,695,020 —1.5 —6.2 190,092 184,800 —2.8 
New Orleans, La....... 7,788,231 8,058,251 7,474,460 —4.0 —7.3 395,825 370,271 —6.) 
‘New York, NW. ¥......+ 26,225,450 27,687,009 24,642,785 —6.0 —11.0 1,371,868 1,208,22 —11.9 
$Brookiyn, N. Y......% 2,765,874 2,926,772 2,145,272 —22.4 —26.7 148,200 106,683 —28.0 
oe a 3,785,546 3,792,446 3,664,150 —3.2 —3.4 196,966 190,176 —3.5 
eS a} * ere 3,113,517 3,166,309 2,955,317 —5.1 —6.7 181,152 161,112 —1il1.1 
Oklahoma City, Okla... 4,480,977 4,783,494 4,850,846 +8.3 +1.4 270,634 256,508 —5.2 
PORTE Bi 3h ss40 sea was 4,507,408 4,834,639 4,184,024 —7.2 —13.5 279,640 221,288 —20.9 
Philadelphia, Pa. ..... 11,707,913 12,640,269 10,641,058 —9.1 —15.8 620,456 592,029 —4.6 
PROGRIe, AP. 2600085 3,070,858 2,999,486 3,315,436 + 8.0 +10.5 167,986 175,910 +47 
PUUSUUREN, PB. c0sccae 9,169,608 10,657,780 8,702,806 —5.1 —18.4 530,950 392,784 —26.0 
POrtianG, OFe, ..6s0:065 4,709,000 4,999,670 4,598,092 —2.4 —8s. 0 273,084 228,368 —16.4 
t+#Providence, R. I...... 5,633,002 5,797,706 4,821,415 —14.4 —16.8 293,569 200,891 —31.6 
Ce ae, re 3,759,286 4,458,440 3,983,115 +5.9 —10.7 250,670 191,590 —23.6 
tichmond, Va. ........ 5,090,582 5,254,326 4,896,304 —3.8 —6.8 280,658 245,028 —12.7 
§Rochester, N. Y....... 7,388,615 7,604,620 5,890,217 —20.3 —22.6 427,554 323,471 —244 
Rock Island-Moline.. 3,480,184 3,737,164 3,731,126 +7.2 —0.2 169,638 156,380 —7.8 
Sacramento, Cal. ...... 3,581,299 3,558,107 3,198,962 —10.7 —10.1 175,812 157,780 —10.3 
San Antonio, Tex...... 2,601,788 2,778,993 2,538,354 —2.4 —8.7 131,537 120,813 —8.2 
San Diemo, Cal... .00-s- 5,498,822 5,773,902 4,952,496 —9.9 —14.2 284,522 255,618 —10.2 
San Francisco, Cal..... 6,390,563 6,560,675 6,242,083 —2.3 —4.9 290,259 283,775 —2.2 
Seattle, Wash. ........ 4,048,992 4,266,825 3,685,336 —9.0 —13.6 187,614 157,716 —15.! 
South Bend, Ind....... 3,504,105 3,969,607 2,981,748 —14.9 —24.9 224,105 171,280 —23.6 
Spokane, Wash, ....... 2,902,822 3,175,172 2,960,664 +2.0 —6.8 154,294 164,444 +66 
BE, EDR, BGs asic ov 7,466,870 8,024,915 7,401,645 —0.9 —7.8 388,650 351,915 —9. 
Bt. PU, PEM iccceens 5,461,836 5,072,363 5,071,784 —7.2 268 215,544 189,804 —11.! 
Syracuse, N. Y......... 4,697,657 4,826,881 4,277,418 —t.9 —I11.4 239,842 215,180 —10.3 
*Tacoma, Wash. ...... 2,411,854 2,701,312 2,420,138 +0.3  —10.4 133,742 123,466 9 —7. 
ee eee 2,530,880 2,591,432 2,565,542 +1.4 —1.0 114,828 105,084 —8. 
TOIOGS, Dy as esses i asics 5,242,984 5,754,849 4,838,863 —T7.7 —15.9 322,404 239,288 —25.8 
Toronto, Ont., Can..... 8,486,862 8,537,551 7,336,156 —13.6 —14.1 418,582 407,945 —2.6 
oe CSTs 1,531,978 1,760,304 1,633,366 +6.6  —7.2 85,414 100,324 9 +17. 
Polen, DRM, 55. .suss 4,076,870 3,985,836 3,745,904 | —81 —6.1 224,826 208,698 —T2 
Washington, D. C...... 14,966,666 15,379,251 13,642,911 —8.9 —11.3 844,505 720,564 —14i 
Worcester, Mass. ..... 4,833,650 4,843,489 4,653,934 —3.7 —3.9 250,313 234,944 —6.1 
Youngstown, O. ....... 3,928,511 3,838,834 3,139,433 —20.1 —18.2 196,308 134,113 —31.! 
<P onre  re 388,674,841 430,683,503 388,084,087 —4.0 —9.9 22,867,835 19,606,461 —143 
{Boston American and Advertiser combination discontinued April 25, 1938. American changed to tabloid. 


t*New York American discontinued June 24, 


1937. 


tBrooklyn Times-Union discontinued June 8, 1937. 
§Journal and Sunday American discontinued June 8, 1937. 
*Daily Ledger discontinued June 23, 1937. 


+#+Providence Tribune discontinued May 1, 


1938. 


Food Stores Help 
Dairy Products Sale 


“Nation-wide dairy products sale” 
will be observed June 9-July 6 by 
37,000 stores represented by the Na- 
tional Association of Food Chains 
and 150,000 units of the Independent 
Food Distributors Council. 

The National Dairy Council, Chi- 
cago, is preparing display materials 
and special newspaper copy. 


Godfrey in C harge 


of Creamery Package 


Following the death of B. R. Graff, 
advertising manager, Creamery Pack- 
age Mfg. Company, Chicago, J. H. 
Godfrey, director of publicity, has re- 
sumed charge of advertising. 

Mr. Godfrey will continue to super- 
vise research projects. 


Gets Cynthia Mills 


James Thomas Chirurg Company, 


advertising of 
Boston. 


Cynthia 


Mills, 


| 


| 


| 


Tracy-Locke-Dawson 


in New Headquarters 

Completion of 25 years of adver- 
tising was celebrated by  Tracy- 
Locke-Dawson, Ine., Dallas, by re- 
moval of its headquarters from the 
Majestic building into the Guardian 
Life building, where the entire third 
floor is occupied. 

Raymond P. Locke, co-founder 
with Shelley Tracy, was honored at 
a “Raymond Preston Locke” day at 
the Dallas Advertising Club May 24. 


Stair’s New Duties 

C. A. Stair, vice-president, South- 
ern Bell Telephone & Telegraph Com- 
pany, New Orleans, has been ap- 
pointed director of public relations, 
effective June 1. Evelyn Harris has 
been appointed assistant vice-presi- 
dent in public relations. 


Motor Wheel Expands 


Magazine Schedule 


Motor Wheel Corporation will use 
a heavy magazine schedule for Duc 
Therm oil-burning appliances, 4s 
tributors were told at their annua 
convention at Lansing, Mich., hea® 
quarters. 

Newspapers and ; 
used, in addition to the followiné 
magazines: American, Pathfinder, 
Farm Journal, Hollywood, Household, 
Holland’s, Motion Picture, ne 
Story, Romantic Magazine, Screen 
Book, Successful Farming and Su" 
set. Young & Rubicam is the agency. 


Rodgers in Display 
Paul C. Rodgers has been hon 0 
treasurer of Co-Operative DISP he 
Inc., Cincinnati. He has been !@ 
construction field. 


radio will be 
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GENERAL MILLS 
CHANGES NETS 


(Picture on Page 1) 
Chicago, May 26.—Celebrating the 
-hangeover of Gold Medal hour to a 


special coast-to-coast NBC network 
May 30, after a year on the rival 
-hain, National Broadcasting Com- 


pany brought together-a cosmopoli- 
tan but enthusiastic gathering at a 
reception and dinner at the Drake 
Hotel last night. 

Executives of General Mills, Inc., 
of the advertising agencies handling 
its accounts and of the radio net- 
work, plus the talent staging the 
four 15-minute, five-a-week shows, 
were thrown into the social pool to- 
vether to get acquainted to insure 
harmonious relations on the new 
schedule. After the dinner, brass 
hats of the General Mills organiza- 
tion spoke briefly, after which NBC 
staged an elaborate floor show which 
lasted until the small hours. 

Niles Trammell, Chicago  vice- 
president for NBC presided and in- 
troduced as speakers Donald D. Da- 
vis, dynamic president of General 
Mills; J. G. Sample, vice-president, 
Blackett-Sample-Hummert, Inc.; 
Walter R. Barry, General Mills vice- 
president in charge of grocery pro- 
duct sales, who could double for the 
most romantic leading man on a ra- 
dio program and S. C. Gale, director 
of advertising for General Mills. 

Others at the speakers table, who 
were introduced, but thereafter al- 
lowed to devote their entire atten- 
tion to the squabs produced by as- 
siduous waiters, included Hill Black- 
ett, president, Blackett-Sample-Hum- 
mert, Inc.; H. M. Dancer, of the same 
agency; Wayne Hunt, president, 
Knox Reeves Advertising, Inc., Min- 
neapolis; H. A. Bullis, vice-president, 
General Mills; Roy C. Wittmer, vice- 
president in charge of sales, NBC; 
and Samuel C. Bellows, former mem- 
ber of the Federal Radio Commission 
and vice-president of Columbia 
Broadcasting System, but now direc- 


tor of public relations for General 
Mills. Elsewhere in the audience 
was Kk. EK. Sylvestre, president, 
Westco Advertising Agency, San 


Francisco, who made the jaunt from 


th coast to participate in the festi- 
vities, 


First Radio Advertiser 


Mr. Trammell read a telegram 
trom the New York cast of “Valiant 
Lady,” congratulating General Mills 
on its enterprise and challenging 
Personnel of its other programs to 
“a CAB duel at 15 paces.” 

Mr. Trammell credited General 
Mills with being the first commercial 
user of radio in the United States, 
Saying that Mr. Davis bought time 
in 1924 from American Telephone & 


Telegraph Company even though the 


Ever See ; | 
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GENERAL ELECTRIC'S NEW CARTONS CARRY PUNCH 


GEMERAL ELECTRIC COMPANY 2 
WELA PARK - CLEVELANO. OPO 


sana Te 


GEMERAL ELECTRRC COMPANY 
MELA PARE ~ CLEVELAND, O10 


Its new packages (right) not only provide improved display, but tie in more effectively with national advertising, G-E believes. 
Two adjoining sides of the redesigned carton carry the orange and blue emblem now used in all national advertising. At left, 


the old packages. 


stipulated that no brand name 
could be mentioned. 

Mr. Davis reminded his audience 
of the tremendous public responsibil- 
ity which all having a part in Gen- 
eral Mills promotion jointly share, 
and urged it to regard this trust as 
sacred and to preserve it from viola- 
tion. 


latter 


Sample Recalls Early Days 


“Nothing in the history of the 
world compares with the opportunity 
and the responsibility vouchsafed to 
us by the development of radio,” he 
asserted. 

Glenn Sample thanked Mr. Davis 
for the “head start” in radio he gave 
Blackett-Sample-Hummert. 

“Fourteen years ago,’ said Mr. 
Sample, “my partners and I were 
comfortably ensconced in the agency 
business, confident in our ability to 
produce publication copy that would 
move merchandise. Just about that 
time Donald Davis picked us up by 
the seat of the pants and threw us 
into the radio maelstrom. It was ex- 
tremely disturbing then, but highly 
profitable in the light of after 
events.” 

Mr. Gale spoke briefly about the 
commercials employed on the Gen- 
eral Mills program, saying the ob- 
jective is to be truthful and helpful 
to the nation’s home makers. 

Mr. Barry said that everything 
starts with a sale. 


Wheaties Leads Field 


“The pores of the radio audience 
are pretty well opened for a little 
sales talk after a few doses of ro- 
mance or song,” said the General 
Mills vice-president. “As a_ result 
Wheaties has spreadeagled the 
breakfast food field in eight years.” 

The NBC era ushers in a new dec- 
ade in General Mills broadasting, 


Mr. Barry said, as the tenth year in| 
_|that realm has just been completed. | 


He urged each of his hearers, regard- 
less of his particular function in the 
GM machine, to start the day right 
with a big dish of Wheaties. 

Gold Medal hour, which began on 


Columbia at noon, will start an hour | 


|later on NBC. The sequence of the 
|programs has also been altered 


slightly. “Betty and Bob” lead off, | 


as heretofore, but 
Daughter,” third in the past, gets 
Lady,” formerly 
now gets the third period. 
Crocker” and “Hymns of All 
Churches” will alternate in the clos- 
ing position. 

General Mills is embarking on a 
program of personal appearances for 
some of its popular baseball broad- 
casters, it was announced. These 
gentlemen of the mike will frequent 
important food markets, hand out 
autographs and chat with visitors. 


McG a oins Dreher 


Malcolm McGrady, formerly with 


ending 


J. Stirling Getchell, Inc., and Rose- 
Martin, Inc., has been appointed copy 
chief of Monroe F. Dreher, Inc., New 


CHICAGO, ILLINOIS 
| 


York. 


“Arnold Grimim’s | 


the second 15 minutes, and “Valiant | 
the hour, | 
“Betty | 


STEEL INDUSTRY 
RUSHES WORK ON 
PACKAGED HOMES 


(Continued from Page 1) 
H. B. Loxterman, vice-president of 
Blaw-Knox. 

The steel industry has experi- 
mented with all-steel houses since 
1887 but never got far because of 
the high cost of steel house construc- 
tion, the unfamiliar appearance of 
all-steel buildings in contrast with 
conventional architectural _ styles, 
opposition from other building 
trades, and building codes unfavor- 
able to steel construction. The big- 
gest problem is to win public ac- 
ceptance. 

Blaw-Knox designers have 
come the architectural angle. Their 
house is a neat, semi-Colonial cot- 
tage type, unique for its peaked 
roof, heretofore impossible in steel 
house construction. Before attempt- 
ing to market the all-steel house in- 
dividually, Blaw-Knox plans to sell 
them in groups of 10 to 20 to con- 
tractors and industrial firms so that 
efficiency in production can. be estab- 
lished. 


over- 


Toys with Idea 


Although it has not actually en- 
tered the all-steel house construc- 
tion field, Carnegie-Illinois Steel has 
been toying with the idea for years. 
Of the 400 new homes erected for 
the workers of Carnegie-I]linois’ 
mammoth new Irvin Works, near 


Clairton, 50 are all-steel structures, 
a mass experiment in steel home 
construction never before attempted. 


Hotel Names Harrison 


Berkeley-Cartaret Hotel, Asbury 
Park, N. J., has appointed Lester 
Harrison Associates, Inc., New York, 
to handle its advertising. Adver- 
tising will feature the hotel’s sports 
facilities and seek year-round patron- 
age. 


Gets Criterion Shirt 


J. Zanforth Company, Philadelphia, 
has been appointed advertising coun- 
sel for Tutelman & Kohn, Philadel- 
phia, Criterion and Lay-Rite collar 
shirts. Business papers and direct 
mail will be used. Charles Lipson is 
account executive. 


Three to Alley 


Three new accounts have been 
placed with Alley & Richards Com- 
pany, Boston: General Seafoods Cor- 
poration, Cape Cod Steamship Com- 
pany and Martin L. Hall Company, 
Victor coffee. 


Sartor Moves 


Ralph H. Sartor has been ap- 
pointed sales manager, Federal Steel 
Sash Company, Waukesha, Wis., com- 
ing from the Metal Window Insti- 
tute, of which he has been commis- 
sioner since 1929. 


KOCY Opens 


Station KOCY opened at Oklahoma 
City May 20, under direction of Mat- 
thew H. Bonebrake, who came from 
WKY, Oklahoma City. The station 
succeeds KFXR. 


Haussamen to Coast 


Crane Haussamen has joined Bots- 
ford, Constantine & Gardner, San 
Francisco. He was formerly with 
| Cecil, Warwick & Legler, New York. 


|“What’s 


MYSTERY AND 
GLAMOR THRILL 
BEER SALESMEN 


New York, May 25.—The elements 
of drama and mystery were com- 
bined in uniqu’ fashion here this 
week when Piel Brothers brewery 
highlighted a salesmen’s convention 
by merchandising promotional dis- 
play material with as deft a tech- 
nique as if the stunt was aimed at 
consumers instead of employes. 

The theme of the meeting was 
in the Piel picture for 
1938?” and the entire presentation 
was built around the picture angle. 
When salesmen reached the conven- 
tion hall, they found that the door 
to the room where sessions were be- 
ing held had been removed and re- 
placed by a giant gold picture frame. 

Stepping through the frame into 
the room, the salesmen found the 
wall hung with a number of smaller 
picture frames, each covered by 
black crepe paper bearing a large 
question mark. The paper covering 


each picture was removed at the 
proper time, revealing point-of-sale 


display material. 
Lowander Gives Answers 


As each display was unveiled, R. 
W. Lowander, advertising manager, 
described the most effective way of 
using the material. The high spot 
was an eight-foot Steinie bottle, set 
in a gold frame and covered with 
crepe and question mark like the 
rest. The moral is that major pro- 
motion during the year will be 
thrown behind bottled products. 

The drama was created by Porter 
F. Leach, advertising and merchan- 
dising advisor to the company, to 
gain maximum salesman interest in 
point-of-sale advertising displays fur- 
nished by the company. 

In addressing the sales force, Wil- 
liam Kay, sales director, said, “Re- 
cession has no place in Piel’s dic- 
tionary. The forward-looking sales 
plans of the company embrace an 
aggressive drive to continue the five 
successive years of sales increases 
since repeal. These increases have 
continued through the first quarter of 
1938, and additional salesmen have 
already been employed to help con- 
tinue the sales progress.” 

Piel’s summer advertising, already 
under way in Southern markets, will 
feature point-of-sale merchandising 
efforts. An entire crew of specialists 
in display work has been hired to 
carry out this effort. Outdoor dis- 
plays, spot radio, and newspapers 
are also being used in areas where 
the company has distribution. 

A simplified selling theme, ‘Piel’s 
is better beer,” will be the keynote 
of the entire drive. This slogan has 
been used before, but will be given 
top rank for the first time this sum- 
mer. 
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| How You Can Induce 


Most People ‘lo Buy| 


_ 


Ru b 


ing feature and service departments. 
With more than 690,000 circula. 
tion in metropolitan Chicago, every 


A LOT of people will not listen 


to swing music and a lot more will 


not listen to a symphony. Some 


folks will not cross the street to see day of the week, the Tribune pene. 


a ball game and others cannot be trates into every neighborhood and 
dragged to a movie. There are mil- suburb. 

lions who never heard of a two-bid Day in and day out, people turn eagerly to the It reaches Chicago’s largest, most 
and millions more who never heard newspaper. It is the primary source of their in- responsive audience...far greater than 


of a chukker. formation regarding the events of the day... that reached by-any other medium: 


Yet, however widely their envi- f d , éadinine shes Chicago retailers, who buy each : 
— OJ news and comment on men and ajjairs a os , 
ronments and tastes may differ, day’s advertising on the basis of 


Americans have one thing in com- interest them and affect their welfare. It is the vesterday’s results, depend chiefly 
u } \ ) } 


mon—reading the newspaper. medium they consult every day of the year for on Tribune space. 
The newspaper is the sole medium 


guidance in shopping for the things they buy. It is easy to get down to business 


whose primary purpose Is to satisfy aor ; . with Tribune readers because they 
As a result, it is the medium through which 


the basic human urge to know what are accustomed to doing business 
happens as it happens. the advertiser can address his largest audience with Tribune advertisers. 


It alone places within reach of and implant the buying ideas which produce Without expensive preliminaries 


all an immediate and permanent or masked approaches, the advertis- 


immediate, volume response. 


record of the fast-crowding stream er in the Tribune can come right out 
of events. It alone reports the news and throw the full spotlight on what 
for which people hunger and inter- FOSS CC CC CCT CCC CCC CCCC CC CCC CCCCCCCCCCCUC he wants to sell. He can describe his 
prets it in time for them to protect product in black and white and in 
their interests. full color. He can detail its features and dramatize the benefits of its use. 

As a result, the newspaper has become the primary connecting link With knowledge of how his presentation will be delivered, he risks no 
between the individual and the world. More than any other mediun, it loss of public esteem through inadvertent handling or indifferent delivery 
instills ideas about countries and cooking, diplomats and fashion... of his message. He can start and stop his advertising to suit his needs. 


all the developments of modern life. 
And buying ideas are no exception. Readers are accustomed by habit ] HE LIST OF PRODUCTS which have been suc 
and preference to look for the advertising in the newspaper... and cessfully launched in the Chicago market through advertising in the 


Sr et ANY 3 Tribune is a long one. Case histories will be gladly supplied on request 


No matter what you are selling, no matter what message you wish to 

iy CHICAGO, every day of the week, the Tribune get over to the people of the Chicago market, you can achieve your aims 

provides an assured,constant audience attracted by the Tribune’s superior at lower cost by building your program of advertising around the Tribune. 
coverage of the news, its forthright editorial policy and its more appeal- Rates per 100,000 circulation are among the lowest in the country. 


Chicago Cribune 


THE WORLD‘S GREATEST NEWSPAPER 


. 
valy 


TOTAL AVERAGE NET PAID CIRCULATION DURING THE OFFICIAL SIX-MONTH PERIOD ENDED MARCH 31, 1938: DAILY, 857,963—SUNDAY, 111556 
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T. S. Garrett, copywriter for Young & 
Rubicam, who won the New York Sun's 
contest. 
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The addition to headquarters of Maxon, Inc., Detroit, was finished last week. 
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- and old stoves of Mantle Lamp Company of America, Chicago. Grover J. 
¥ (left) and James O. White, Mantle Lamp sales manager, admire the 
1 15,043 former's handiwork. 


REVIEW OF 
THE WEEK 


SLIDING PANELS FEATURE OF MAXON'S NEW OFFICE 


This is one of the few built especially 


for an advertising agency. (Story on Page 22.) 


"FROSTY" IN DEBUT 


New trade-mark of Honor Brand Frosted 

Foods Corporation, New York, featuring 

an odd figure which has been dubbed 
"Frosty" by company salesmen. 


NO CURRENT 


Watches being distributed to salesmen 
by Westinghouse Electric & Mfg. Com- 
pany, East Pittsburgh, to symbolize the 
claim that “ten hours out of every twelve 
a Westinghouse refrigerator uses no cur- 
rent at all." Salesmen use the watches 
as door openers and in other ways. 


NOTED ARTIST PRODUCES WHISKY POSTER 


Ralph Entwistle, widely known for his Collier's covers, tries his hand at a ten- 

color poster for William Jameson & Co., New York. The result will also be 

reproduced in a unique counter cut-out which displays two bottles of Irish 
American whisky. 


JUDGING ENTRIES IN FATHER'S DAY CONTEST 


New York Sun's promotion contest attracted quality in the judges as well as 

among contestants. Left to right, John Cavanagh, chairman, Hat Corporation of 

America; Phillips R. Turnbull, president, Rogers Peet Company; Leo E. McGivena, 

president, Briggs & Varley; Ralph E. Ladue, president, John David, Inc.; Jack I. 

Strauss, executive vice-president, R. H. Macy & Co., and William O. Riordan, 
president, Stern Brothers. 


OFFICIAL CALL TO OLYMPIC GAMES 


pitas ses 


na ok ee a 


og 


2 


Poster advertising 1940 games in Tokyo. The characters portrayed by Sanzo 
Wada, noted Japanese artist, are a Japanese athlete and a Deva King, emblem 
of strength. 
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ADVERTISING AGE 


Which Shall It Be? 


... An indiscriminate slicing of national advertising 


appropriations the country over, regardless of 


local or sectional business conditions... 


. Or a judicious selection and cultivation of mar- 


kets according to responsive buying power. . 


Have you ever seen the cotton choppers on a South- 
ern farm? 


There comes a season, when the young plants are a 
few inches tall, when the rows must be thinned so that 
selected plants will have room to grow and produce 
their fullest capacity. It is then that the farm hands 
swing their hoes—but they leave the best and most 
promising plants. 


Right now many sales executives are thinning out 
their markets. Recession-born curtailment is wide- 
spread. 


Do not chop indiscriminately! Let your best and 
most promising markets keep on growing! 


AKE A LESSON FR 
THE LAND OF COTT 


Advertisers who know their American markets know 
that the Dallas area is one of the half-dozen most 
profitable in America. Not the largest—but among the 
best *per capita and per family. Not the most cus- 
tomers but the best customers. 


Not served by the biggest advertising media, but by 
two newspapers covering a buying power that cannot 
be overlooked. 


National business conditions maps are showing the 
Dallas trade area as the brightest in the country. 
National market surveys pay unanimous tribute to the 
superior buying power of this market. 


*Authority: “Sales Management’s” 1938 Annual Survey of Buying Power. 


THE DALLAS MORNING NEWS 
THE DALLAS (Evening) JOURNAL 


Texas’ “Major Market Media” .. . , e 4 


. . . « John B. Woodward, Inc., Representatives 


Associates: The Semi-Weekly kon News, The Texas Almanac and State Industrial Guide, 


Radio Station WFAA (50,000 Watts) 
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